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Use the Light 





“Pittsburgh’”’ Silvered Reflectors stay 
bright. They deliver the light where 
you want it—properly distributed—and 
in the maximum candle power which is 
possible only with bright reflectors. 


Dull, tarnished, discolored reflectors 
soak up light and make it worthless; 
light for which you pay—light which 
should be giving you sales service in 
your windows. 


Not a single “Pittsburgh” Reflector 
made since August Ist, 1916—nine 


You Pay For 


years ago—has ever been reported to 
us as having the silvered reflecting sur- 
face tarnish or discolor. The ‘‘Pitts- 
burgh” 5-year guarantee is your full 
protection. 


For almost twenty years we have spe- 
cialized in the lighting of retail store 
windows. Two outstanding results have 
come from this experience: A service 
that will give you the best window light- 
ing possible, and a product that will 
maintain the initial lighting efficiently 
throughout a long period of years. 


Write for Free Copy of Booklet, “Show Window Lighting.” 


PITTSBURGH REFLECTOR COMPANY 


(Formerly Pittsburgh Reflector & Illuminating Co.) 


THIRD AND ROSS STREETS 


BRANCHES: New York, 145 W. 41st Street (at Broadway) 
Chicago, Machinery Hall, Clinton and Washington Streets 
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Mexico City 
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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- 
mation. Read and pass on to 
next name designated. _ 
























The above is a display we created for 
Mandel Brothers, Chicago, which stopped 
the State Street crowds for seven weeks. 
While some idea can be gained from the 
illustration of the éffectiveness of a dis- 
play of this nature, still the attraction 
qualities, such as moving trains, the regu- 
lar working of signal towers, electric 
lights, scenic effects, etc., which add life 
to the display, can not be thoroughly ap- 
preciated. These displays can be used the 
year around in your toy department and 
have a tendency to make an indelible 
impression on your customers, keeping 
your store foremost in their minds. 
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Display on State Street, Chicago, for Mandel Brothers 


UNIQUE --- ATTRACTIVE --- ORIGINAL 
SALES PULLING 


Xmas Displays 





--- MOTION 


We are specialists in our line and have 
created any number of exclusive model 
displays for show windows, toy depart- 
ments and exhibits, and our list of satis- 
fied clients includes many of the leading 
concerns throughout the country. A copy 
of this list will gladly be sent you upon 
request so that you may know the many 
large concerns who have successfully used 
our feature displays. 


You may have some half-formed plan in 
mind which we can successfully develop. 
Let us co-operate with you, adapting your 
ideas, supplying suggestions, submitting 
sketches and making estimates. — 


BOOKINGS MUST BE MADE NOW FOR HOLIDAY FEATURE DISPLAYS TO INSURE 
EARLY DELIVERY FOR YOUR XMAS ADVERTISING 


WHAT WE HAVE DONE FOR OTHERS WE CAN ALSO DO FOR YOU 


FRANCIS W. KRAMER 


Specialist in Original and Distinctive 
Model Displays of Every Description and Size 
for the Retailer and National Advertiser. 


CHICAGO, ILLINOIS 
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Think This Over! 


O profession so important at this time as 
that in which thousands of displaymen 
are engaged can be considered apart 
from the interests of the entire indus- 

try, and any attempt to curtail its activities or that 
of its official organization, the International Asso- 
ciation of Display Men, through the lack of con- 
structive development and educational progress is 
a matter that must give concern to everyone di- 
rectly or indirectly interested, 

Any action taken without regard to the rights 

or views of the individual members, the manufac- 
turers and others directly affected tends to lessen 
the participation in the industry by that element 
whose interest is unfavorably affected, and so leads 
to the natural developments of corrective conditions 
more favorable to renewed participation by the dis- 
turbed group and so to the continued co-operation 
of all essential factors. 
- But, while the groups are interdependent, for 
very many reasons, the interest of the industry, as 
a whole, must be recognized as paramount. Suc- 
cess, that is, the advancement and appreciation of 
the display art, together with prosperity in the in- 
dustry, requires co-ordinated control and co-opera- 
tion instead of the assertion of the few without re- 
gard for the others. 

When the editorial, “Keeping Faith,” which ap- 
peared on this page of the July issue, was written, 
it was not thought that the rank and file of the dis- 
play advertising profession; headed by several prom- 
inent display managers, would voice their unstinted 


appreciation of the points expressed. Such a quick 
response from those who have been chafing under 
the association’s autocratic rule was an unexpected 
happening. Men are prone to accept the easiest 
course and to rebel against a condition only after 
all other methods have failed. 


An example of the feeling of this large number 
of displaymen both in and out of the association, 
and by manufacturers is expressed in a letter which 
has just been received from a western display execu- 
tive, who is recognized as a leader in the window 
advertising art. os 


The substance of this letter is asserted in the 
one sentence, “I feel that The DISPLAY WORLD 
is responsible for a development of a higher ethical 
standard in the display profession, and should like 
to see your journal get back of a movement for a 
greater spirit of co-operation in the interest of the 
advancement of the entire industry.” 


This is a clarion call to the men engaged in the 
profession to give éxpression to their ideas so that 
no time will be lost in correcting the mistakes that 
have been made and the prevention of future errors. 
It is a subject deserving the immediate considera- 
tion of the executive personnel, manufacturers and 
individual members of the profession. 


The DISPLAY-WORLD is using its columns 
for a frank discussion of the situation, for if it did 
not do so it would be derelict in its duties and 
functions as a mouthpiece for all that is best for 
the field it has chosen to represent. 






























No. 15103N—Benjamin Porcelain 
Enameled Steel Show Window Re- 
flector—is a splendid general pur- 
pose window reflector possessing 
manyoriginal and exclusive features. 
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No. 4357 is a section of the Benjamin 
Show Case Lighting Fixture which is 

m aes wee in the —eper outer corner it 
the show case, thus out of sight yet 
evenly illuminating all planes. 


Alluring mellow light, free from streaks and garish beams, reaching every corner and feature 
in the window or show case display, animating the merchandise—enticing onlookers to be- 
come customers..... that could only be accomplished by Benjamin Window and Show 
Case Lighting Equipment. True color value and quality of merchandise is a and the 
display as a whole is “dressed up” and made attractive. 


Benjamin Lighting Equipment has proved through many years of undeniable ‘insti service 
that in efficiency, economy and sales-making results it is not to be surpassed. 


Benjamin Show Window Reflector 


Famous Crysteel Porcelain Enamel is the reflecting surface of the 
Benjamin Window Reflectors. Because of its inherent properties, 
a great flux of light, free from streaks and garish beams, yet 
with a mellowness not possible with other reflecting surfaces, is 
directed to the window display. Direction and perfect diffusion 
are accomplished by one reflector. 


Crysteel Porcelain Enamel, whitest of white,“‘Clean as Crystal— 
Strong as Steel,” is unaffected by heat or other destructive ele- 
ments—impossible to stain, discolor or tarnish. Its flashing, 
snow-white surface is easily cleaned with a stroke of a damp 
cloth. The steel shell insures its permanence of shape. The 
color of the exterior is an attractive buff which readily harmon- 
izes with the window furnishings. 





Benjamin Show Case Lighting Equipment 


Here is a simple form of sectional construction which makes the 
installation very easy on any type of show case where well dif- 
fused, good lighting is desirable. The lamp sections are made in 
a variety of lengths so that a combination is easily obtainable to 
fit any length of show case. A link section which can be cut and 
bent to fit is used as a means to continue the fixture around the 
curved portion of the case. 


All sections are joined both electrically and mechanically by simply 
tightening two machine screws at each joint. The result is a:con- 
tinuous lighting fixture of very small dimensions, inconspicuous 
in the show case. Standard tubular lamps, T-10, give an even 
suiut aa of ook over =o display. Burned-out lamps are 


AMIN 


Benjamin Electric Mfg. Co. 


120-128 So. Sangamon Street, Chicago 


247 W. 17th Street, New York 


Manufactured in Canada by the Benjamin Electric Mfg. Co. of Canada, Ltd., Toronto, Ontario 


448 Bryant Street, San Francisco 
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Displaying Public Utility Merchandise 


Modern display methods adopted as principal advertising medium 
when public utility company enters merchandising field 


By S. C. RIESER Ps 
Director of Display Advertising, The Laclede Gas Light Co., St. Lows, Mo. 


ROMETHEUS, the Titan, makes his debut 
in business. Surely, you have heard of 
Prometheus! Well, perhaps the pursuit of 
the well-known and almighty dollar has 


allowed the mythology which you studied in school to 


become dimmed with the gossamer webs of time. Per- 
haps you don’t place Prometheus right off. 


Prometheus is the Titan hero who gave fire to man. 


According to Greek mythology, he and his brother, Epi- 
metheus, created man. After man and the world were 
finished, Epimetheus undertook the task of distributing 
among the animals the various gifts of courage, 
strength, swiftness, sagacity and other attributes. When 
he had concluded. this. task he discovered that he had 
nothing left for the awkward, featherless biped known 
as man. 

He appealed to Prometheus. The latter, with the 





aid of Minerva, made a hurried trip to, heaven, lit his 
torch at the chariot of the sun, and brought down the 
gift of fire for man. With it, man’s dominion over the 
earth and the other creatures was assured. 

Besides giving man this wonderful gift, Prometheus 
took a kindly interest in him, teaching him civilization 
and the arts. Prometheus looked after his customers, 
so to speak; but in so doing he angered Jove, the ruler 
of gods and men. Jove had Prometheus thrown into 
the Olympian hoose-gow—which is to say that Prome- 
theus was chained to a rock on Mount Caucasus, where 
a vulture preyed on his liver. 

Now, in the year of Our Lord 1925, Prometheus, 
the Titan, has been given a place in modern business. 
He has helped to sell the Laclede Gas Light Company 
of St. Louis to the community which it serves. Here 
is the story. 
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THE LACLEDE 


Gas LIGHT COMPANY 
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Striking Display of Electrical Appliances by S. C. Rieser, The Laclede Gas Light Co., St. Louis, Mo. 
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The Laclede Gas Light Company recently decided 
that new merchandising policies must be instituted. As 
a public utility, the company touched the daily lives of 
most of the citizens in one way or another. But the 
contact was too impersonal. The citizens were not im- 
pressed to the desired degree with the importance of 
the company’s place in the community or with the vital 
need which it served. 

How was the institution to be sold to the commu- 
nity? How was the public to be given a conception of 
the service rendered by the company? How were the 
people to be told of the variety of-products available in 
the company’s salesrooms? 

These were the questions over which the executives 
pendered. A great many commonplace suggestions and 
ideas were presented, carefully considered and ulti- 
mately dismissed, because we wanted to do something 
different, something to arouse the public of St. Louis 
and its environs to the important role played by gas in 
the development of industry and domestic comfort. 

Bear in mind that we wanted to do two jobs—to 
“sell” the company to its public and to sell the merchan- 
dise which the company retails. 

Obviously, in handling the first problem, so intan- 
gible and invisible a substance as gas could not be dis- 
played, nor, if it could, did we have any place in which 
to display it or anything else. 

The avefage American gas company public offices 
might well be the offices of almost any kind of an insti- 
tution. Asa rule, the view from the street merely dis- 
closes an extremely business-like counting room seen 
through a maze of ranges, water heaters and the like. 

The Laclede Gas Light Company was no exception. 
It was decided that, as long as there was something to 





Display Used to Symbolize Inception of The Laclede 
Gas Co. Eighty-eight Years Ago. 

sell, it would be merchandised just like anybody else 
would do it. That meant, primarily, the creation of 
show windows and the scientific use of them. 

The display of merchandise in the proper way is 
recognized as one of the most important and productive 
means in the merchandising world of making sales. It 
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matters not what the article may be, the watchword is 
display it; for I doubt if there is anything which is so 
sure to make a profit for the intelligent merchant as the 
show window. 

Human traits are read from the human features. 
Likewise the very character and soul of a store are 
expressed in the show windows of the institution. Just 
as a weak or expressionless face fails to attract, so, too, 
careless, ill-arranged and monotonous window displays 








of Heat and Light from Mythological Origin. 


offer no incentive to better (and more profitable) ac- 
quaintance. And we did not even have poor show 
windows at the Laclede Gas Light Company. 

But that situation was changed. The first manifes- 
tation which the city had of the change came when a 
score of workmen descended on the windows and with 
their scaffolding and other impedimenta put an end to 
the long familiar view of white and blue enameled 
ranges and water heaters, with clerks and counters, to 
which the public and its wife had become completely 
inured. The gas company was up to something. 

Inasmuch as a completely new and different mer- 
chandising policy was to be put into effect, and inas- 
much as the new show windows were to be on a parity 
with the most attractive in the city, it was decided that 
the first display would have to be (to lapse into the 
vernacular) a knock-out. 

We decided to “sell” the company with the first dis- 
play in the new windows. We cast about for a theme 
and settled on the romance of gas. The citizens of St. 
Louis were to be shown graphically and beautifully 
man’s dependence on heat through the ages. They 
were to be shown how gas meets that dependence in a 
truly superior way, and how the Laclede Gas Company 


- provides this fuel to the community which it serves. 


Accordingly, an elaborate kaleidoscopic pageant of 
the evolution of heat was worked out. It was beauti- 
fully staged and dramatically presented to the city. It 
won instant and widespread approval. 

Promptly at the appointed hour the curtains were 
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drawn on the eight new windows of the company’s 
frontage on Olive and Eleventh Streets, and the pageant 
was revealed to down-town St. Louis at a time when 
there were thousands of persons going about their noon- 
time promenade. 

In each frame was a painting, done in the manner 
of Maxfield Parrish, representing some historical or 
mythological fact in the story of heat. On the tiled 
floor beneath the paintings and in the middle-ground of 
each window was a bronze placque containing a brief 
explanation of the significance of the painting shown 
in that particular window. 

One window was given over to the Prometheus 
legend; another to primitive man and his ceaseless 
efforts to keep alive the precious gift of the Titan; 
another the sun god of mythology, who drove his 
flaming chariot,daily across the heavens ; another to the 
genii of heat—Fire—which has been a giant in his ser- 
vice to mankind ; another to the use of heat in the days 
of Cleopatra in Egypt; another to Dante’s Inferno; 
another to the American Indians and their discovery 
that one stick turned rapidly against another will pro- 
duce a spark. The corner window was used to sym- 
bolize the inception of the Laclede Gas Company in 
1837, eighty-eight years ago. 

But this was only the beginning. When the edge 
had worn off this first exhibition the windows were 
changed. The new displays included the merchandise 
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Elaborate and Artistically Arranged Gift Display by S. C. Rieser, The Laclede Gas Light Co., St. Louis, Mo. 





and appliances sold by the company. The beauty of the 
setting employed in the pageant of heat was continued. 

The romance of the gas industry was not allowed 
to become forgotten. Along with the merchandising 
windows there has subsequently been a steady succes- 
sion of imaginative pictures and bas-reliefs to continue 
the presentational of the original theme and to project 
both it and the wares which we have for sale deep into 
the public’s consciousness. 

The first display had been so unique and compelling 
and subsequent displays have, on the one hand, carried 
on along the lines of the original windows and have at 
the same time depicted the gas company merchandise in 
a way never before seen here, that the people maintain 
their interest and continue to watch our windows. 

Here in a metropolitan center where the popular 
taste is a sophisticated taste, the unusual had been done 
and the unexpected had happened. A modern Titan 
had freed himself from the chains of commonplaceness 
and mortals applauded. 

And a metropolitan gas company is a veritable Titan, 
bringing fire to man that he may heat his home, cook 
his food and light his forges to turn the minerals of the 
earth into everything from carpet tacks to motor cars, 
from tiny toys to great Leviathans. 

Prometheus, now that he is engaged in modern busi- 
ness, is finding that the combination of Promethian and 
modern methods pays. 
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Creating Closer Friendship For Store 


Installation of windows tieing up with local and national civic events 
proves excellent method for securing new customers and friends 


By HAROLD L. BRAUDIS 
Display Manager, Meckins, Packard & .Vheat, Inc., Springfield, Mass. 


INKING up window displays with local 

and naticnal civic events not only proves 

a very interesting d'version, but will 

mark itself as a distinct factor in in- 

creasing the amount of prestige and good-will main- 

tained by the store together with a substantial in- 

crease in sales, because it attracts many people to 

the store who are not accustomed to going there. 

Every store must give a certain amount of win- 

dow space to this character of displays, and, when 

properly handled, their appeal always brings a 

closer friendship between the store and its cus- 

tomers. It is a certain sign of a live organization 

and that is where the buying public of today de- 
sires to trade. 

Originality is the displayman’s greatest asset 

and there is no better opportunity offered to work 


out something original and out of the ordinary than 
through the featur’ng of special window settings. 
Although it is the primary purpose of display ad- 
vertising to sell merchand‘se, and this thought 
should never be entirely forgotten, still nothing 
which has an aspect of commercialism should ever 
be introduced into a setting of this type. 

The selection of fixtures, figures and merchan- 
dise is one that should receive more than thought- 
ful attention. Natural plants and cut flowers, if 
possible, should be used instead of the artificial 
and every effort made to make the display an im- 
posing one. Just the installation of a display which 
ties up with a certain event should never be' satis- 
factory, but a sincere effort made to create! a set- 
ting that will stand out as unusual and attract 
people away from their regular course to view it. 


Artistic and Appealing Display Created by Mr. Braudis in Observance of Mothers’ Day. 








1925 


e 


han 


ad- 
ght 
ing 
ver 


an- 
rht- 
B if 
cial 
im- 
rich 
itis- 
set- 
ract 
y it. 














August, 1925 


THE DisPLAY WORLD 9 





Interesting and Elaborate Setting Designed by Mr. Braudis for the Celebration of National Music Week. 


Displays for events such as Mothers’ Day will 
leave an everlasting sentiment in the minds of 
everyone who sees it. There is nothing so appeal- 
ing or inspiring, All are familiar with the impres- 
sion left when a picture or play reminds us of 
home, and mother, and how we go away resolved 
to write that letter home and give more thought to 
“the greatest sweetheart in the world.” That is 
just the feeling that should be worked into win- 
dows dedicated to the observance of this day. 
Nothing elaborate, nothing spectacular, but a set- 
ting filled with beauty and simplicity. 

In our recent display for this event three steps 
carpeted in pastel shades combined with gold were 
placed in the center of the window. Each side was 
heavily banked with ferns and palms combined 
with red roses. In the center at the top of the 
Steps, was a charming figure clad in a gown of 
pastel colors combined with white. In her left hand 
she held a “Mothers’ Day” card, and in her right 
arm was a bouquet of red roses. The figure, so 
gracefully posed, with her snow-white hair, made a 
very touching and ‘appealing display. | 


The sentiment was there and put over ina quiet. 


and unabrupt way; and there is no limit to the 


amount of prestige we gained from this one dis-: 


play. The window was unveiled Friday night at 


seven o’clock and the following morning before 
nine o’clock telegrams and messages of all kinds ~ 
began pouring in, telling of its touching appeal and 
its greatness in display beauty. Who can measure 
such appreciation in dollars and cents? 

Many a music lover was attracted to the store 
through a display linking up with National Music 
Week, an annual event almost universally observed 
in this city. A gold velour drop tied back with 
black silk cord was used as a background. In the 
foreground was a baby grand piano with a wax 
figure clad in white and gold evening gown grace- 
fully posed as if playing. Her music was from the 
opera, “Cleopatra.” 

High in the opening of the gold curtampastood 
a figure clad in bright Egyptian colorsyeqyat 
elaborate head-dress of rhinestones and jewels, rep- 
resenting Cleopatra, “The Egyptian Queen.” The 
effect of the visualization was gained by using a 
thin tulle gauze of flesh color, tightly stretched 
across the opening. Lighting of this figure natur- 
ally played an important part in the effect. eat 

This presentation caused considerable comment 
and unexpectedly proved the beginning of a -re- 
markable increase of business in the piano depart- 
ment. The space in front of the window was con- 
stantly packed with people studying the display. 
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Novel Display Plan Proves Success 


Manufacturer of yeast increases sale of product by advertising bakers’ 
goods instead of own—Many attractive display suggestions created 


By TRAVER SMITH 
Manager, Sales Promotion, The Fleischmann Company, New York City 


T is only a small number of years since there 
first came a call from manufacturers for 
displaymen to plan small dealers’ windows 
to be used on a wholesale scale. Manu- 

facturers were then beginning to think in terms of 
resale and dealer service. This opened a new field for 
displaymen. Effective displays were wanted that could 
be copied almost exactly in thousands of different small 
store windows at an absolute minimum of expense. 

Here was a peculiar state of affairs. The ambition 
of every displayman was, and still is, I guess, “Bigger 
and better windows. The bigger the windows the 
bigger the opportunity and the bigger the store in back 
of them. The better the windows the better the salary 
paid for decorating them. Heaven to a displayman is a 
contract with Marshall Field or Macy’s or Gimbel 
Brothers, with carte blanche to shoot the works. 

But manufacturers were calling for displaymen of 
a different creative type. Small store displaymen of 
proven ability who saw just as much opportunity for 
creative work in preparing a stock window trim to be 
used by thousands of small, hard-working and money- 





Special Display for Halloween Window. 


pressed hardware merchants, for instance, as in being 
given the freedom of Lord & Taylor’s window for a 
special anniversary display. 

Men whose imagination was aroused by this picture 
were attracted into the game, and manufacturer after 
manufacturer gradually gave his dealers the advantage 
of expert small store window display service. 

Although The Fleischmann Company’s efforts in 





this field differ in a great many principles from those 
of other manufacturers, the fundamental methods of 
carrying them out are more or less the same. 

Suppose you owned a business supplying almost all 
the trade in the country with all of your particular 
kind of product they used. Some men might call that 
the acme of business accomplishment. But far from 
being the solution to The Fleischmann Company’s prob- 
lems, it is a problem in itself. If we just continued 
to sell the same amount of yeast every year, even though 
we supply nearly all the yeast used, increasing overhead 
costs would soon begin to play some very unpleasant 
tricks with our profit figures. In common with every 
other business, we just have to grow. 


The logical solution, then, to the problem in hand 
was this: Since we cannot look forward always to 
satisfactory sales increases in securing the business that 
is out to competition, we must increase the amount of 
yeast orders from our present customers, and _ that 
means helping them sell more of it. But here was 
another obstacle. Our customers are bakers who don’t 
sell yeast but use it as raw material to make the finished 
products which they do sell. And they use a very 
small amount of yeast in each product. ‘The most 
beautiful window displays on yeast in the world, 
couldn’t possibly increase our sales of yeast to bakers. 

Mr. Fleischman then had the idea, which at that 
time was not only new but unthought of in the business 
world, that we ourselves would advertise bakers’ prod- 
ucts and help bakers to sell more of everything they 
made. While other business men gaped in astonishment 
and dire predictions were heard on all sides, The 
Fleischmann Company went through with its plans for 
increasing the consumption of baked goods through 
national advertising and through huge sales promotion 
plans, so that yeast consumption, too, might finally be 
increased. 

In that day and age it seemed a terribly indirect, 
round-about and suicidal procedure, and there were 
skeptics galore. But the beauty of the whole plan was, 
and still is, that we earned the undying friendship and 
cooperation of the bakers, because we had a service to 
offer them which, in its huge scope, had never before 
been attemped and even today is.approached by few 
manufacturers. 

We used magazines, street cars, billboards, to ad- 
vertise the goodness of baker’s bread. We offered 
bakers the free services of master bakers to improve 
the quality of their goods. We offered them advertising 
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Model Display Distributed Free by the Fleischmann Company to Stimulate the Sale of Bakery Products. 


campaigns of a hundred and one varieties and special 
advertisements by our writers where it was needed, so 
that people would learn of the quality of their products 
and eat more of them. We told them time and again; 
of the bearing a clean store has on sales, and we told 
them how to train their sales forces to sell more goods. 
We built huge experimental laboratories in the Bronx 
of New York to experiment with new and better 
formulas and methods of baking. We offered the 
baker a window display service’ the like of which is 
offered by few, if any, other manufacturers in the 
country. We didn’t display our products, we displayed 
his products. 

We are doing these things better today than yester- 
day, and tomorrow we will do them still better. We 
will only cease when the baking industry is business 
perfection personified, with no possibility of improve- 
ment. Which, with the onward march of events, can 
never be. 3 

In our New York office is a retail bakery window 
complete. There we experiment with trimmings, ar- 
rangements, displays, to our hearts’ content. Crepe 
paper is our greatest standby because of its cheapness 
and decorative possibilities. In this window we work 
out a display for every month in the year, using baked 
goods and colored crepe paper according to the seasons. 

When a window display meets with the satisfaction 
of all concerned, it is photographed. On the back of 
the white sheet showing the reproduction, are complete 
instructions for putting it up.. These reprints are then 
sent out to the men in the field with a complete outline 
of the display’s advantages to be passed on to the baker. 


The window cards and window strips are supplied by 
us at cost. 

But getting a baker to use these displays is not the 
final accomplishment to a Fleischmann man. When a 
baker has indicated his willingness to put in a display, 
the representative says, in effect: “Hold on. This is a 
darn good display. It’s going to make people expect 
great things of your goods. And unless the quality and 
deliciousness of your products meet their expectations, 
you might as well save yourself the trouble of putting 
in special displays—they won’t do you any good. 

Do you get it? Helping the baker in every way to 
increase his sales, which he can only do with quality 
goods, so that people will eat more of them. All roads 
lead to Rome (or they used to when the statement was 
first made), and, by the same token, all our sales pho- 
motion effort, displays included, leads to increased con- 
sumption. Great stuff for the baker, great stuff for us. 

Results? The baking industry has now become the 
third food industry of importance in the United States 
and growing fastet than most of them. We know that 
much of that is due to our efforts, and the Fleisch- 
mann Company today enjoys greater sales than ever 
before and will continue to grow year after year. 

The success of the true manufacturer’s window 
display expert, it seems to me, lies in so co-ordinating 
his work with the other selling efforts of his company 
that it becomes a factor of prime and integral impor- 
tance to the success of the business as a whole. His is, 
it is true, a different field than most displaymen work 
in, but to one who sees its possibilities it is absorbing 
and worthy work. 








12 THE DISPLAY WORLD 





August, 1925 





Community Displays Create Goodwill 


Series of ‘Know Indiana’ displays created by telephone company 
prove interesting to passerby and the means of securing good-will 


By PAUL J. MORGAN 
Manager, Advertising Department, The Indianapolis Star, Indiunapolis, Ind. 


EMARKS of the numberless persons who 
pause daily to view the interesting displays 
in the windows of the Bell Telephone Com- 
pany of Indianapolis that depict the indus- 

trial life of Indiana cities are, with rare exceptions, 
those of profound amazement. As they turn away from 
the windows one cannot help but notice the friendly 
spirit toward the telephone company resulting from 
displays almost unique in the way they bring to the 
public’s attention interesting information about indus- 
tries developing near their homes, but about which they 
know little, 

Pioneering in any field takes vision backed by a 
certain bold, audacious spirit that wills to do things in 
a different and better way. Even though possessed of 
those qualities many a pioneer has failed, but George 
Wellbaum, publicity manager of the Indiana Bell Tele- 
phone Company, has seen his pioneering efforts in win- 
dow display work crowned with an ever-increasing 
success, which is evidenced by the crowds of intelligent 
people, not just street loafers, who stop every day to 
examine the displays. 

Goodwill is a generally recognized intangible asset, 
which has, however, a very:definite money value. Mr. 









The Tenth of the Know Indiana Series of Window Displays Was Devoted to the Products of Peru, Indiana 


Wellbaum has made use of. the usual methods of estab- 
lishing this good will for his concern by the direct and 
generally approved method of advertising the service 
offered by his company through window displays de- 
picting the advantages of the telephone and compared 
with other methods of communication by advertising 
in the public press. But he has gone further than this 
and ventured into the field of indirect appeal with such 
success that his efforts are worthy of consideration. 

When this experiment with window displays con- 
taining an indirect appeal was started it was known that 
to be successful the displays must be interesting to the 
public. Public interest diminishes in intensity, accord- 
ing to the newspaper man’s definition, in proportion to 
the distance from the disturbance, like ripples in a pool 
of water into which you drop a pebble. 

It was therefore decided to feature the industries 
of the immediate vicinity—industries which were of 
general public interest because of their proximity, and 
whose development, with the aid of the telephone, had 
gone on practically under the public nose with little 
attention being paid to them. It was also figured that 
people might be tired of window after window of mer- 
chandise displays with the inevitable price appeal, and 
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ool Window Arranged by Mr. Wellbaum to Stimulate the Installation of Telephones in Residences. 

ie that displays built around the idea of giving them more Vincennes and Kokomo windows aroused interest in 
of knowledge of their own community would be unusual the output of these centers. The work of the telephone 
iad enough to attract attention. company is connected with the displays by stating the 
a Predominant self-interest would be relegated to the amount of business done by long distance to these cities. 
ttle background in these windows, making the public feel One of the most recent displays of this series 
hat that the company making the display was really per- showed the factories and branches of the Fairbanks, 
si forming the altruistic service of furnishing public in- Morse & Company, of Indianapolis, largest manufac- 
nd formation. But in every window there were a number turers of ball-bearing motors in the world. King Tut’s 








of subtle suggestions to keep the public informed as to 
the part played by the telephone in industrial develop 
ment, and in this manner the service story of the Beil 
Telephone Co. of Indiana has been and is being given 
to the public in a manner that is winning ever-increas- 
ing popular approval, 

A series of “Know Indiana” displays has been used, 
interspersed with current event windows and the more 
usual but always interestingly arranged windows de- 
picting the development and advantages of the tele- 
phone. The display of Peru-made products repro- 
duced in the accompanying picture, is a good example 
of the work this company is doing. In the center of 
the display were placed two miniature circus wagons 
loaned by the Hagenbeck & Wallace-Sells Floto and the 
John Robinson circuses, which maintain winter quar- 
ters in Peru. The entire skin of a puma was used as 
a setting for the wagons. Considerable publicity was 
given the twenty-seven products produced in that city. 

The exhibit was later shown in Peru, and so much 
interest was aroused that city soon afterward conducted 
an industrial.fair. Through this display the Bell Gom- 
pany not.only aroused the interest of Indianapolis peo- 
ple in their neighbor city, but also aroused the home 
city to greater activity. In a similar manner Muncie, 


awakening was used as a vehicle of informative display 
on the advance of communication. Ancient Egyptian 
prints were procured and miniature camels made their 
way across real sand. 

Current events are also a channel of interest and 
carry their message of Bell Telephone efficiency. A 
practical instance is a window showing the stage set- 
ting of “The Jordan River Revue,” the University of 
Indiana production, which was given at a local theatre 

Another window distinctly stimulating installation 
of telephones in residences was recently used. The 
center piece directly back of the miniature house set 
forth the advantages of home service. On the left of 
the window a large card told of the convenience of hav- 
ing an extension telephone, while one on the right urged 
early attention to requests for new telephone connec- 
tions for transfer of equipment. 

Interesting current event tie-ups included a Butler 
University window, in which cups and trophies won by 
the local school’s track team during the past three years 
were exhibited. Two placards in the display linked 
the development of the city of Indianapolis with the 
growth of the college. Another card stated that the. 
telephone company was the result of college trained, 
scientific minds concentrated on a practical problem. 
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Displays of merchandise for selling campaigns during cooler months 
require settings and backgrounds that are in no way novelties 


By J. WALTER JOHNSON 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 


URING the last few months several nov- 
elty background ideas have been pre- 
sented. These were of special value dur- 
ing the summer, but with all thoughts 

turned to displays for the cooler months, something 
of a more practical nature is needed. This month 
we are offering a suggestion that should appeal to 
every displayman who has anything to do with the 
creation of furniture displays. 

This character of displays must be changed iust 
as frequently as any other, and it often happens 
that they must be made upon a moment’s notice. 
For instance, the buyer or merchandising manager 
may want a bedroom display where a living room 
or dining room setting is being shown. Using the 


fireplace for the living room or dining room setting 
but removing it for the bedroom a quick change 
can be very easily made. 

The bed or twin beds could be placed where the 
fireplace stands and a canopy draped from the top 
of the panels and over the bed. The dresser, chif- 
forette or vanity could be placed at each end of the 
background and smaller pictures than those shown 
in the drawing hung in the panels. 

The background should be painted a light neu- 
tral shade with the mouldings in the panels made 
easily removable. These panels could be filled with 
satins or any other material that might be chosen. 
There is no limit to the different and distinct dis- 
plays that could be carried out with this style. 
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Fall Background Suggestion by J. Walter Johnson, Powers Furniture Co., Portland, Oregon. 
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op Again Brings New Business! 
1if- 

the 

wn Announces--- 

7 Four New Window Reflectors! 
ide 

ith Every displayman has always placed his confidence in X-RAY 
en. REFLECTORS because he knows that X-RAY GIVES MOST FOR 


THE MONEY. 


Now again X-RAY leads in value given! The many changes in 
show window design, incandescent lamps and lighting practice have 
demanded new reflectors. X-RAY now offers them. 


Jack! Jill! King! Queen!—and as a special feature each reflector 
comes equipped with a holder—FREE. One price covers all. 


There’s real lighting economy in these new reflectors. And they 
are strictly up to the rigid X-RAY standard for quality. 


Use the coupon. Get complete data and prices. 


CURTIS LIGHTING, Inc. 


1114 West Jackson Boulevard 


31 W. 46th Street CHICAGO 3113 W. Sixth St. 
New York Los Angeles 


is- 














>, Holders. 
Frees 





CURTIS 
LIGHTING, Inc., 
Fa 1109 W. Jackson Blvd., 
o 

4 Send me price, descriptions 
and specification sheets on the 
four NEW X-Ray Reflectors 
with holders—FREE. 
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Importance of Show Case Lighting 


Completion of sales dependent on holding attention of customer after 
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he enters the store—Show cases and wall cases miniature windows 


By J. J. MCLAUGHLIN and R. L. ZAHOUR 


INumination Bureau, Westinghouse Lamp Company, New York City. 
g , : 


N the preceding articles of this series on 
show window lighting, the proper light- 
ing of the show window facing on the 
streets has been discussed. Now, after 

properly equipping these windows with good illu- 
mination to attract and draw the shopper’s atten- 
tion to the merchandise displayed, the merchant 
must continue to hold his interest after he has 
entered the store. This may be done in many 
ways, but if the merchandise is not well arranged, 
displayed and illuminated within the store, the 
shopper’s interest may drop before getting very far. 

How often has this occurred, although the mer- 
chant may not realize the reason for it. Today the 
buying public wants to see before buying and it 


takes the attitude of the railroad warning, “Stop, 
Look and Listen” or better, “Stop, Look and Ex- 
amine.” 





An Actual Installation of Lighting Units Showing Individual Mirror Glass Reflectors. 


On entering the average store you may ‘find it 
fairly well illuminated from the overhead genera! 
light, but, while the intensity may be of a fair 
value, it does not always make much of an impres- 
sion on the displays, as the units are far above the 
show cases. 

The show cases and wall cases are miniature 
show windows within the store, and their correct 
lighting is as necessary as that of the exterior 
windows. They should stand out in contrast with 
the surroundings and should be so illuminated as 
to attract the attention of the shopper to the ex- 
hibited merchandise. 

‘Show cases, whether they are of the counter or 
wall type, must be lighted by lamps placed within 
the case and hidden from view. The lamp must be 
concealed from the shopper and consideration be 
given to the protection of the salesman’s eyes. 
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The Peristyle near Chicago Art Institute 
Photographed by Robert H. Conklin 
The Municipal Art League of Chicago 


Chicago Is the 
Art Center of America 


Young, vigorous, retaining the ruggedness of the New World—open- 
minded enough to choose from Old World cultures what is best worth while, 
the great Middle Western Empire, of which Chicago is the capital city, is 
incubating the Vital Art that will be known decisively as American. 


Chicago Is the 
Window Display Center of the World 


Even the most conservative stores in the cities of the New and Old 
Worlds are now converted to the style of window display as originated and 
practiced by the great stores of State Street. 

In addition to this creative leadership we find Chicago the center of 
publishing practically the only papers and books published on window dis- 
play. ? 

The Koester School feels a just pride in contributing its part to making 
Chicago dominate in the display field. The Koester School in reality teaches 
the Chicago style of Window Display and was conceived and born on State 
Street. 

Plan now to get practical help and inspiration at the Koester School in 
the fountain-head of the display world. 


The KOESTER SCHOOL 314 5 arom Street 































* Fic. 2-E—Way to Install Metal 





_ The lighting unit should be quite small in order 
to give the least obstruction to a clear view of the 
merchandise. The upper front edge of the case is 
the proper location for the reflector and lamp. 
This gives the correct direction of light. 

Since show cases are frequently air-tight, as 
low a wattage lamp as possible should be used, 
as the circulation is at a minimum and an appre- 
ciable dissipation of heat will raise the tempera- 
ture in the case, which may affect the goods. 

Show cases are for exhibiting and not storing 
merchandise. If properly illuminated, careful in- 
spection may be made without moving and handling 
the various articles. 

There are two general types of reflecting equip- 
ment preferable for show case lighting: First, the 
individual mirrored reflectors “A,” and second, the 
continuous metal trough reflectors “B,” as shown 
in Figure No. 1. The reflector “C” in Figure No. 1 
is the mirrored glass type for the lighting of wall 
cases, for which the metal trough type may also 
be used. 


A- Inside Length (gloss to glass) —__ A 
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Fic. 2-D.—Method of Installing Individual Reflectors. 


a= Show cases 
eer N° B0l should be illumi- 


nated from 15 to 











HORIZONTAL TUBE 
TO CARRY WIRES TO 25-foot candles, 
BACK OF CASE and where the mer- 


chandise is dark in 
color it will re- 
quire a higher in- 
tensity. In cases 
from three to five 
feet long, two units 
of “A” type with 
15 watt G-18% 
round bulb lamps 
~ ~ would give an aver- 

\ 3 age intensity which 
SWITCH BOX would be satisfac- 

tory. By using 25- 

watt G-18%4 round 

SS bulb lamp the illu- 
mination would be 
‘Trough Reflectors. higher. With four 

units in a case the illumination would be very bright, 
and five units would make it especially brilliant ; or, in 


VERTICAL TUBE——7 
TO CARRY WIRES TO 
BOTTOM OF CASE 
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other words, on spacing of one foot, excellent light- 


‘ing would be obtained. The 25 and 50-watt P-19 


bulb lamps may also be used in this reflector. 
In the continuous metal trough type of reflector 
“B” shown in Figure No. 1, two types of 25-watt 
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Fic. 1.—Various Types of Lighting Units for 
Show Cases. 
lamps may be used, one known: as the Linolite 
lamp, and the other the tubular lamp. In counter 
show cases, from six to eight feet long, four of 
the first and six of the second type will give satis- 
factory illumination. 

In Figure No. 2, Sketch “D,” is shown the way 
to install the type of reflector “A” in Figure No. 1, 
in all-plate glass cases. In this kind of case the 
plate glass top, front and sides, are either cemented 
together or held by small metal brackets. Feed 
wires are brought up through tubing on the back 
of one of the rear posts and extended across the 
inside of the case at one end. This cross tube is 
connected to the front length of equipment with 
an elbow. 

In wood frame cases where the plate glass top, 
front and sides are supported by a wood frame, the 
feed wires enter from underneath the floor of the 
case through a flexible conduit and connected to 
the switch box in the rear at the bottom of the case. 

In Figure No. 2, Sketch “E,” there is shown the 
method of installing the continuous metal trough 
reflectors in the all-plate glass case. This shows 
the vertical tubing in the rear and the horizontal 
tubing at the top. This may be changed by placing 
the vertical tubing to the front and the horizontal 
tube at the bottom of case by using a different 
fitting from No. 801. 

In the final analysis: Are your show cases dead 
or alive? Light gives life to a display in that it can 
be seen easily, quickly and clearly by the shopper, 
thus acting as a silent salesman. It should, there- 
fore, pay the merchant to make use of all useful 
lighting facilities he can, to assist in the selling of 
his goods. 
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W.D.A.A. Convention at Chicago 


Plans for conducting second annual convention of display advertising 
association in Chicago, October 6 to 8, nearing completion 


NUSUAL interest is being shown in the 

second annual convention of the Win- 

dow Display Advertising’ Association, 

which will be held at the Edgewater 
Beach Hotel, Chicago, October 6, 7 and 8. Accord- 
ing to the plans being perfected and the tentative 
program arranged for the three days’ session, this 
convention is going to be a live wire affair from 
start to finish. A large and representative attend- 
ancé of national advertisers, manufacturers and 
everyone interested in window and store display is 
already assured. 

This important medium of advertising, although 
the last big medium to organize into an associa- 
tion of mutual benefit, is advancing with leaps and 
bounds. There are many problems to be solved 
and many questions to be answered before the me- 
dium can become standardized, and it is the pur- 
pose of this convention to aid the members and the 
industry in solving the problems confronting them. 

The keynote of the convention, “Breaking Into 
the Windows,” will be sounded in the annual ad- 
dress of President Edwin L. Andrews at the open- 
ing session. Following in rapid succession through- 
out the meeting will be inspiring addresses by au- 
thoritative speakers on every phase of the industry. 


Never before has such an interesting program 
been arranged and never before has the advertising 
industry been afforded the opportunity of hearing 
such a group of prominent speakers. The program 
as tentatively arranged includes addresses on the 
first day by T. F. Driscoll, advertising manager, 
Armour & Company, Chicago, “The Use of Win- 
dow Displays”; R. T. Rogan, advertising manager, 
Procter & Gamble Company, Cincinnati, “Concen- 
trating Grocery Displays”; “How Window Display 
Built a $3,000,000 Business in Two Years,” by J. J. 
Larmour, advertising manager, Health Products 
Corporation, Newark, N. J.; “Results of Window 
and Counter Display Advertising,” by Frank D. 
Gonda, vice-president, Einson-Freeman Company, 
New York, and “Why Cooper Underwear Company 
Spends from $50,000 to $75,000 a Year for Dis- 
plays,” by Walter E. Hardy, Hardy Advertising 
Company, Chicago. 

On the second day, “Newspapers and Displays— 
How They Co-operate,” will be discussed by Ste- 
phen B. Horton, merchandising manager, Chicago 
American. Other addresses will be “The Value of 
Window Display to an Advertising Agency,” by 
Bates Compton, H. K. McCann Advertising Agency, 
New York, and “Display Lighting Vs. Advertising 





in Windows,” by Sam Hibben, Westinghouse Light- 
ing Company, New York City. 

Inter-departmental sessions will be held during 
the afternoon session of this day with the chair- 
men of the various departments in charge. A fea- 
ture address is being arranged for each meeting 
and ample time allowed for discussion of the prob- 
lems affecting each group. 

On the final day the morning session will be 
devoted to bus‘ness in which the entire association 
is interested, with addresses by R. F. Merrick, ad- 
vertising manager, Corning Glass Works, on “Win- 
dow Display Contests,” and by a speaker on 
“What’s the Trouble with Display for Drug Store 
Window.” The election of trustees and reports of 
committees will be part of this season’s program. 

An elaborate entertainment program has been 
arranged by the committee in charge of this fea- 
ture. Tuesday noon a luncheon will be held at the 
Edgewater Beach Hotel with the Honorable Wm. 
E. Dever, mayor of Chicago, the principal speaker. 
The annual banquet of the association will be held 
at the same place in the evening, with special enter- 
tainment features and interesting speakers. 

Wednesday afternoon an automobile ride to view 
Chicago store windows, including a trip through 
the parks and boulevards, has. been arranged and 
in the evening at Rainbo Gardens a dinner, dance 
and frolic will be held. A luncheon with the Chi- 
cago Advertising Council will be held Thursday 
noon with Bruce Barton, Barton, Durstine & Os- 
Lorne, New York, the principal speaker. 

Although the convention will end Thursday 
afternoon, a golf tournament at Bunker Hill Coun- 
try Club has been arranged to start at 9:30 Friday 
morning. Several prizes have been offered and all 
golf shooters are urged to remain over for this 
event. 

The Chicago convention committee is composed 
of Joseph M: Kraus, A. Stein & Company, general 
chairman; J. P. Roche, McJunkin Adv. Company, 
advertising; J. Duncan Williams, J. D. Williams 
Display Service, publicity; C, S. Clark, Edwards & 
Deutsch Litho. Company, speakers; Thomas Cos- 
tello, Armour & Company, program; C. T. Fair- 
banks, Edwards & Deutsch Litho. Company, ex- 


- hibits and general treasurer of convention; Sol 


Fisher, Fisher Display Service, installing exhibits ; 
C. E. Johnson, Curtis Lighting Company, registra- 
tion and reservations ; Miller Munson, Hoover Suc- 
tion Sweeper, entertainment, and Joseph M. Kraus, 
A. Stein & Company, golf tournament. 
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Chicago affords the most complete Display Equipment and Decoration Market in the 


World—Time and money may be saved, 


and the best that decorative genius creates can 


be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


L. BAUMANN & CO., 
357 West Chicago Avenue 


Artificial Flowers—Display Decorations 


BENJAMIN ELECTRIC MFG..CO. 
120-28 So. Sangamon Street 


Window Reflectors—Lighting Equipment 


THE BODINE-SPANJER CO. 
1160 Chatham Court 


Distinctive Display Decorations 


BOTANICAL DECORATING CO. 
319-27 W. VanBuren Ave. 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
664 W. Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1114 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE HECHT FIXTURE CO. 
620 Medinah Building, Wells and Jackson 


Everything in Display Fixtures 





HIGH LUSTRE PLUSH CO. 
1757 North’ Central Park Avenue 


Plushes, Velours and Display Fabrics 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


THE MURDISON COMPANY 
316 North Michigan Blvd. 


Anaglypta and Decorative Papers 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Avenue 


Show Card Boards, Mat Board, Cut-Outs 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway . 


Air Brushes and Accessories 


SCHACK ARTIFICIAL FLOWER CO. 
134-40 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 





Endorsed by most critical and discerning, displaymen and merchants 


everywhere—and recommended to progressive purchasers by the 3 


a 


Buyers Service Bureau of The DISPLAY WORLD. 
Write for Catalogues! 
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O-OPERATION and its effects is a sub- 
ject worthy of considerable thought and 
discussion. The word co-operation is taken 
from two Latin words, “Opus”, meaning 

“work,” and “Co,” meaning “with.” Thus we find the 
definition, ““To work with.” It is a very easy matter to 
do the “co,” but too often we expect the other fellow 
to do all of the “opus.” 

The man who howls most about the lack of co- 
operation is very often the one who fails to do his part 
of it. In some instances people impose on the ones 
who are too eager to co-operate, but how much better 
it is to be an easy mark occasionally than to refuse to 
do your share at any time. 

Co-operation is the greatest asset a man can possess 
in business life. It is one of the main factors to success, 
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‘ ways. So the law of reciprocation will work out the 


Interesting Display by Mr. Hoile for the Recent Celebration in Hvnor of the First Settlers of Oklahoma. 


August, 1925 





Cooperation One of Greatest Assets 


Future advancement of retail merchandising depends largely upon the 
combining of efforts and the co-ordination of all departments 


By HARRY H. HOILE 
Display Manager, Rorabaugh-Brown Dry Goods Co., Oklahoma City, Okla. 


because the one who will co-operate with the store is 
the only one whom the firm will give any consideration. 
Incidentally, he is the man who makes the most friends. 
On the other hand, the man who is too busy to co- 
operate may “get by” for a limited time, but he fails in 
the long run to get the best results. 

This is a day of progress, and we cannot go ahead 
unless we abide by the Golden Rule so far as it is pos- 
sible. In skort, we must let one hand wash the other. 
Help your co-workers and they will help you, you will 
help the firm and they in turn are bound to notice the 
ones who are ever ready to give their cheerful co-opera- 
tion at all times. Not occasionally, mind you, but al- 







success of the broad-minded man who knows the real 
meaning of the word co-operation. 
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For Distinctive Beauty and Durability 


GOTHIC BRONZE 
Display Units 


The world’s finest art treasures are fashioned from 
BRONZE, the everlasting metal. These new Sobel Dis- 
play Fixtures are staples, of appealing beauty, attrac- 
tive and dignified. The Gothic design, here illustrated, 
adds a charming touch to your most seasonable mer- 
chandise. 


THE FIRST COST IS THE LAST COST 


Throughout the year breakage is no small item in 
display costs. There is no possibility of breakage when 
you use Sobel’s GOTHIC BRONZE. 


LOW PRICES FOR REAL QUALITY 





































Costume Forms, Enameled Body...............cceececees $22.50 
Ree eeee I: OURO IER oo. oc ckcccicsenckcceucsdecus 25.50 
Costume Stand, 7 in. base, 36-72 in. height.............. 8.50 
Hat Stand, 5 in. base, 18-36 in. height, adjustable or 
I fo SS Ceri ane s6vninauddecnduaatasengeedadns 4.50 
Hat Stand, 7 in. base, 36-72 in. height.....2...<cccceccsee 7.50 


Other Costume Forms from $10 up, complete with bases. 
Costume Stands as low as $3. Special discounts on quantity 
orders. Ask for Catalog A. 











Samples sent for inspection without cost or obligation. 


DAVID SOBEL’S SONS 


Established 1898 


1151 Broadway NEW YORK 
Factory, 143 Grand St., N. Y. 


Attractive proposition for Display Fixture Salesmen with following in New England, North Carolina, South Carolina, Tennessee, Alabama, 
Georgia, Florida. Also territory open west of the Mississippi. Drawing account to experienced men. 


Keeps Pace With Every Flight of Your Fancy 


ET your imagination produce! Originality is your stock-in- 
| & trade. You now have available a practical machine that keeps 

pace with every flight of your fancy. It will produce any 
design out of wallboard, cloth, paper, cardboard or tissue that your 
demands call for. Easy and quick! So simple to operate that any 
bright boy or girl can accurately follow out your conceptions. Gives 
you more time for planning and for bigger things. 


INTERNATIONAL 


UTAWL 


UNSHACKLES you from 
the limitations of the 
compass, saw, knife and 
scissors. Cuts out the 
most intricate design as 
easily as you could trace 
it in pencil, along straight 
lines, exquisite curves, 
or sharp corners. Start 
or stop anywhere. As- 
sures clean-cut, smooth, ‘ 
even edges. Cuts any 
number of layers of ma- 
terial up to nearly one- 
half inch. The greatest 
time and money saver 
ever offered the display- 


15 DAY 


























This Spanish Galleon Was Cut Out on a 
Cutawl by the Garver Studios, of 
Strasburg, Ohio 


Mr. Garver reports: “In this town of 1,000 popu- 
‘lation the Cutawl has been a main factor in building 


FREE TRIAL up our business with the large cities. The Cutawl 
has paid for itself many times and is a pleasure to 


Write for Details operate.” 


THE INTERNATIONAL REGISTER CO, 13 S. Throop St., CHICAGO 
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Pacific Coast Meet Will Be Big Event 


Interesting program and elaborate entertainment features will make 
Pacific coast meeting an outstanding event in display history 


By A. O. HEWITT 
Chairman, Publicity Committee, P. C. A. D. M., Portland, Oregon 


LANS have been practically completed 
tor the second annual convention of the 


Pacific Coast Association of Display - 


Men, tobe held at the Multnomah 
Hotel, Portland, Ore., September 28, 29 and 30. 
Mere than 750 displaymen and merchants are plan- 
ning to attend this meeting held to increase the 
effectiveness of the greatest selling factor in the 
world today—mercantile display. 

Chairmen of the various committees arranging 
the details under the direction of L. A. McMullen, 
convention director, have reported that all plans 
are progressing to perfection without a hitch any- 
where. Perhaps the most encouraging sign of the 
success of the meeting is the report of the exhibit 
committee that practically all available space in the 
large exhibit hall has been sold. 

A program of demonstrations by leading dis- 
playmen and addresses by nationally known execu- 
tives has been arranged that will far excel any- 
thing ever offered at a meeting of this character. 
There are only a few acceptances to be received, 
and when these are in the complete program will 
be released. Delegates attending are assured of 
many interesting and unusual features during the 
three days of the convention. 

Judging by the plans made by the entertain- 
ment committee no dull moments will be experi- 
enced by any attending. If there is a city in the 
world that knows how to extend the warm hand 
of welcome and send her guests away with an ap- 
preciation for the courtesies extended, it. is Port- 
land. Oregon, “the evergreen state,” is in her most 
gorgeous array at this season of the year. Sight- 


seeing trips over the world-famous Columbia River 


highway will be a special feature of: the lavish 
éntertainment plans made for the visitors. 
Nothing has been overlooked to make this an 
enjoyable affair for all who attend. It will be a 
vacation and an education all in one. Make your 
arrangements to attend, for it will be the greatest 
benefit in your profession that can be enjoyed. It 
is by the exchange of productive ideas that we 
grow. You have an idea—I have an idea; we tell 
each other of these ideas. with the result that we 


hoth have gained in knowledge which helps us in- 


our profession. 





Arrangements have been made with all railroads 
entering Portland so you can get a half-fare rate 
on the return trip, but you must get a certificate 
receipt when purchasing your ticket to the con- 
vention. It is urged that everyone travel by rail 
so that we may be assured of over 100 certificates, 
as this reduction is contingent on this basis. 

Officers of this association are Karl Amdahl, 
Palace Store, Spokane, Wash., president; L. A. 
McMullen, Eastern Outfitting Co., Portland, Ore., 
first vice-president ; H. B. Kelly, Ditter Bros., Ya- 
kima, Wash., second vice-president; M. O. Evan- 
son, J. B.’ Wall Store, Bellingham, Wash., third 
vice-president; A. O. Hewitt, Ben Selling Co. 
Portland, Ore., secretary and treasurer. 

The executive committee is composed of Bert 
Cultus, Rhodes Bros., Tacoma,* Wash., chairman; 
Walter W. Rowley, The Emporium, San Francisco, 
Cal.; J. Allyn Dean, The Crescent Store, Spokane, 
Wash.; D. P. Smith, B. F. Schlesinger & Sons, 
Oakland, Cal.; H. C. Pettit, J. W. Robinson’s, Los 
Angeles, Cal.; Wm. Scharinghausen, Bon Marche, 
Seattle, Wash.; W. Oliver Johnson, Johnstone- 
Walker, Ltd., Edmonton, Canada. 

The membership committee is J. Allyn Dean, 
The Crescent Store, Spokane, Wash., chairman; A. 
O. Hewitt, Ben Selling Co., Portland, Ore.; Ralph 
Pfister, Grote-Rankin Co., Seattle, Wash.; R. G. 
Hamer, Desmond’s, Los Angeles, Cal.; Walter W. 
Rowley, Emporium, San Francisco, Cal.; Bert A. 
Smyser, Stone-Fisher Co., Tacoma, Wash. 

The educational committee is J. Walter John- 
son, Powers Furniture Co., Portland, Ore.; Bert 
Cultus, Rhodes Bros., Tacoma, Wash.; Carl W. 
Ahlroth, The May Company, Los Angeles, Cal., and 
Paul F. Lupo, Barker Bros., Los Angeles, Cal. 

The manufacturers’ exhibits this year have been 
planned as a real educational exposition, and all 
will be worthy of careful inspection. Manufac- 
turers from all sections of the United States have 
engaged space and are preparing special equipment 
to introduce at this convention. Never before have 
the displaymen and merchants of the Pacific coast 
been privileged to see such a wonderful array of 
artificial flowers, wax figures, background material 
and pieces and decoratives of all kinds. The latest 
equipment in lighting will also be shown. 
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SATINE 


eucunastHesuN Sol Satine Inspires Display Men 


The rich, full, fadeless colors—36 of them—immediately suggest untold possibilities. 
And the prices are so low that an assortment of colors can always be on hand to vary 
backgrounds and coverings with displays. With “Sol” Fabric in stock you always have 
a new idea handy. Comes in 32, 36 and 54-inch widths—convenient for your purpose. 





Send for Sample and Color Chart 











~ New York Office: 1140 Broadway 








We Want You to Have 
Our New Fall Book 


4 SPECIAL effort is being made by us to put this 
new book.into the hands of every displayman 
and merchant of standing in the country 


BECAUSE 


1. DESIGNS—Exceed in beauty and practicability 
anything we have ever offered. 


2. QUALITY—Only the finest materials and best 
workmanship have been employed. 








3. PRICES—You will appreciate what we offer on 
this score as never before. We invite com- 
parison. “ 


YOUR COPY OF THIS BOOK IS WAITING FOR YOU 
SEND FOR IT RIGHT NOW! 


Write for Book D-1 
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357-359 W. Chicago Ave, CHICAGO 
Headquarters for Display Ideas and Service 
Manufacturers and Importers of Flowers and Jloral Decorations 
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Dealers Use Good Display Material 


Cards and display pieces most enthusiastically received are those that 
are distinctive and superior in design, coloring and workmanship 


August, 1925 


By L. R. KEMP 
Mgr. Dealers’ Service Div., Yale & Towne Mfg. Co., Stamford, Conn. 


UDGING from previous experience and 
from the volume of data collected, we have 
found that only the very best display mate- 
rial, with a real sales idea behind it, meets 

the requirements of hardware dealers. Good displays 
are sometimes used over and over again, for they pro- 
duce positive sales results. It isn’t necessary to urge a 
dealer to use good displays. He knows they produce 
and puts them to work. 

During the past year we have used display adver- 
tising more extensively than ever before. A number of 
different displays have been issued, and all have charac- 
terized Yale products as quality merchandise. 

Nearly everyone knows that the show window is the 
most valuable space in 4 dealer’s store, and that it very 
often defines the character of the store. It brings jn 
new customers or turns them away, according to the 
impression created in the minds of the observers. It 
should suggest a need to the casual passerby, and, if, it 
is effective, very often culminates in a sale. 

The best example of good displays distributed by 
Yale last year is the one illustrating the large padlock- 
burglar cut-out. This display, beautifully lithographed 
in ten colors, was unexcelled by anything previously 
issued by this company, and was used enthusiastically 
by the dealers. The cut-out was designed to hold an 


Illustration of Attractive Display Material the Yale & 
Towne Company Furnishes Dealers 
electric light for effective night use, a feature which 
appealed strongly to many dealers. 
A set of “use” picture display cards, supplementing 
the large cut-out, helped tremendously in putting the 
appeal across. Each card told a story in pictures as 


well as in short copy, and many a prospective customer 
found an actual need pictured for him. The display 
cards were supplemented by padlock price cards, one of 
the features which helped the customer make a selec- 
tion and practically “sealed the bargain.” Too often a 


One of the Neat Model Displays of Yale Products 


customer leaves a window wondering about the price 
and the dealer loses a sale, but not so with this Yale 
window. ; 

This padlock-burglar display was shipped to the 
trade complete, including an instruction leaflet suggest- 
ing ways to trim the window. Nothing was omitted to 
make it just as simple as possible for the dealer to in- 
stall the display in his own window. 

Another display, this one on door closers, not so 
elaborate but equally as attractive, was furnished all 
dealers who stocked this product. This display was 
also built around the major idea—where to use the 
product. The appeal emphasized home use, and was 
an excellent sales stimulant for the dealers. Like the 
padlock display, it, too, was supported by “use” pic- 
ture display cards. © 

An instruction sheet for this display was also sent 
for the convenience of the dealer. We even went so 
far as to show a diagram of the boxes, etc., needed for 
the window card elevations before they were covered 
with crepe paper or draperies. 

To meet the requirements of dealers who haven’t 
the space necessary for the larger cards, we carry a 
variety of smaller size ones, and have found this a great 
stimulus for windows in the smaller stores and shops. 

(Continued on page 49) 
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] Your Fall Display 
Problems Solved 


This is the book that thousands of displaymen 
all over the world will use in planning their Fall 


displays. Schack’s New Fall Flower Book solves 








ymer : ; 

play your display problems in a manner that makes 
ie more attractive store interiors and sales-producing 
oe windows. You should have a copy on your desk 
Pam at once. Send for 





Schack’s New Fall Flower Book 
IT’S FREE. "8388 IT’S FREE 


The floral parade season is here. Our New Floral Parade Broadside illustrated in color 


is just off the press. Send for your copy today—IT’S FREE FOR THE ASKING. 


SCHACK ARTIFICIAL FLOWER CO. 
Roo gna CHICAGO Sem 
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Chicago Monthly Display Review 


Annual August fur sale displays are the dominant feature of windows 
of the greater State Street stores during first two weeks of August 


August, 1925 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


N Chicago, the month of August for a 
good many years past has been set aside 
for the “Annual August Fur Sales.” 
This happy idea soon developed into a 

merchandising habit, which in turn has further de- 
veloped into an institution of marvelous import. It 
has become a style event rather than an excuse to 
move merchandise at reduced prices. And perhaps 
the most interesting result of it all is that the sales 
resulting from the style display are many times 
more than they used to be when the event was con- 
ducted as a sale. More interesting still is the fact 
that more furs are sold in August than are sold dur- 
ing any of the cold winter months. 

Furs used to be displayed in the windows with 
reduced price tickets on them—the trims “heavy” as 
befitting a sale. Now the reverse is true. Only the 
best things are displayed in the windows—the best 
qualities, the newest styles, light trims done with 
extreme care. ‘While it is true that lots of furs are 
sold at discount prices (for good and sufficient rea- 
sons), the appeal is made from the style point of 
view and the prices asked and paid for such are 
regular and so understood. 

Other lines of merchandise besides furs are fea- 
tured in and during the month, certainly, but furs 
have the right of way and thoroughly dominate the 
procession, if we may term it so. 

The State Street windows at Field’s are featur- 
ing advance fall merchandise almost entirely, The 
corner window at Washington and State is, as might 
be expected, devoted to a feature display of the 
finest kind of fur coats. Five full wax figures are 
posed, wearing beautiful full-length coats in the 
predominating colors and styles. Two figures are 
shown wearing fur coats in the new “cocoa” and 
“bronze” caracul, trimmed with light and dark fox 
collar and cuffs. Another figure wears a beige cara- 
cul coat trimmed with gray fox collar and cuffs. 
Still another wears a black fur coat with pointed 
fox trim, The feature coat of the window, however, 
is one of white ermine trimmed with Alaskan fox 
tuxedo collar and border, the border being about 
eighteen inches deep, above which are cloth of gold 
inserts, making an aristocratic evening wrap. 

Special decorations have been made for this win- 
dow and they are strikingly effective in size and 
original treatment. They consist of two large urns 
approximately 8% feet high, filled with sprays for 


grape foliage and garland of the same foliage trail- 
ing down to and on the floor. The foliage is of 
white, tinted with pale green and lavender. Some 
few sprays being white and black, the black being 
sprayed on with an airbrush. The grapes on these 
sprays are black. Other grapes are white. The two 
urns are set in diagonal corners of the double win- 
dow, one being near the north end of the window 
on the State Street side, while the other is near 
the east corner of the Washington Street side. 

Other windows on State Street between Wash- 
ington and the entrance feature “Advance Autumn 
Costumes,” “Advance Showing Women’s Coats,” 
“Velour Hats” and two windows of “Autumn 
Silks.” Each of these windows carry a window 
card in cream color lettered in gold caps with copy 
as quoted above. The hats are shown in grays and 
“rust” shades. The costumes of georgette silk with 
more or less embroidery trimming are in brown 
and sand shades. The silks are of satin material 
with dull self designs, such as fern leaf, ovals and 
circles and six-inch squares. The colors are solid 
shades of tan, sand, brown, dark green taupe and 
bright blue. 4 

The State Street windows of The Fair are par- 
ticularly interesting and attractive at this time and 
are among the very best on the street. There is 
not a careless mark in the entire series of win- 
dows, nor is there a single item shown which, in 
the observer’s opinion, could have been handled in 
a better or more effective way. In all the displays 
not an item or article too much or too little: The 
selection of the styles and the colors, as well as 
the accessories for each window has been done per- 
fectly, with the result that “style” has been doubly 
emphasized in the first and the final glance at each 
display. 

For instance, there is a window showing 
Misses’ New Fall Dresses, $25, as the card reads. 
The dresses, four of them, are in the new shades 
of purple and lavender. Three figures are used and 
each wears a hat in combination of purple or laven- 
der. One dress is draped on a stand. Four other 
hats are shown in the display, as well as georgette 
silk scarfs. There is not an inharmonious note in 
the entire trim. The quality of the dresses dis- 
played is made to appear somewhat higher than 
the quoted price would indicate, This is due to the 
excellent manner in which the display has been 
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handled. The same quality of display technique is 
evident in every one of these windows, all of which 
proves that it is neither accidental nor incidental 
but the’ certain result of a mind skilled and ex- 
periénced in the application of correct display prin- 
ciples. Displaymen who are looking for something 
new in window display can find it here. | 

The large corner window at Adams and State 
streets is given over to an excellent presentaton of 
furs in which a variety of different pelts are repre- 
sented in smart new styles—full-length coats being 
featured. There are seven wax figures and two 
coats draped over carved chairs. The outstanding 
coat in the trim is one of ermine tails set on silver 
cloth and gray lace and trimmed with gray fox 
collar. Leopard, black and brown broadtail, raccoon, 
ermine, musk rat and caraculs are among the other 
furs displayed. The window card, which, by the 
way, is smaller than usual, carries this copy: 
“August Fur Sale—The Most Remarkable Fur Sell- 
ing The Fair Has Ever Attempted in Assortments 
and Values!” 

“Millinery in the New Fall Shades” is the copy 
on a window card which graces the center of a 
very attractive window of all blue hats in velvet, 
some of which are trimmed with silver beading, 
silver lace and some vari-colored embroidered 
figures. Two units of five hats each are arranged 
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of Fur Coats by Arthur Fraser for Marshall Field & Company, Chicago, During Annual Fur Exhibit. 
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at either end of the window, while the center is 
composed of a rug, chair and a reading lamp group. 
A gray squirrel jacquette is casually (but carefully) 
draped on the chair, lending the required autumn 
atmosphere to the display of blue hats. In each of 
the five-hat groups a blue scarf, white gloves, bag 
and umbrella are used to glorify the hats. Also on 
the floor in front of each af these two units and 
near the glass is a small rectangular plateau about 
9x 18 inches long and two inches high. Necklaces 
of glass in colors similar to the trim of the hats 
are shown on one of these plateaus while eight 
very small platinum wrist watches with black silk 
bands are shown on the other. | 
“The Entire Stock of La France Low Shoes, 
$6.65,” was the neatly lettered show card in the 
last window of this series, and one of the best 
trimmed shoe wndows on State Street. Quite a lot 
of low shoes can be shown in a window 18 or 20 
feet long and 7 feet deep and quite a lot of shoes 
were shown in this one. But every pair seemed 
distinct and clearly in line with the eye of the 
passerby. Two tables with ornamental wrought 
iron supports were used, one in each end of the 
window. A good-looking wax figure was dressed 
in a smart black and purple costume purple and 
lavender trimmed hat wearing a gray squirrel jac- 
quette and seated on a bench near the center of 
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Charming Style Display of Ermine Coats by Allan H. Kagey for Mandel Bros., Chicago. 


the window. A decorative reading lamp stood near- 
by. The stylishly shod foot of the wax lady rested 
on a silk cushion on the floor; nude hose; charming 
pose. 

Gray, white, black and tan low shoes were dis- 
played in straps, lace and ribbon tie styles. Silk 
hosiery in sand and nude shades were generously 
but tastefully displayed in connection with the 
shoes. 
three pairs of shoes and three pairs of hose, using 


The shoes were shown in unit groups of 


two shoe stands of different heights with one pair 
of shoes shown at the base of the two stands. Thus 
concludes the description of the best series of dis- 
plays that have been seen at this store for some 
time, and this, notwithstanding the fact that there 
has been a noticeable and steady improvement here 
during the past three or four years, Displaymen 
everywhere may watch these windows and study 
them with profit. 

At Charles A. Stevens the island window is de- 
voted to the display of beautiful furs in a variety 
of different styles and colors. Practically all gar- 
ments shown are of the full-length coats and these 
are displayed on forms and some few on floor 
drapes. Mr. Jones, the display manager, is using 
two large colored spotlights, one in each end of 
the window, in an effort to overcome daylight re- 
flections which are sometimes quite bad from the 


outside of this large window. The rear view from 
within the lobby is not so handicapped, and thou- 
sands of women daily walk in and through the 
lobby to give the inside displays a look as they 
pass the store. Stevens’ are konwn far and wide 
for the excellence of their styles in particular, and 
women in Chicago pay close attention to these dis- 
plays, which are always up to the other high stan- 
dards of the institution. 

Mandel Brothers always go in strong for the 
fur sales, making much of the opportunity it offers 
to display the newer styles in an impressive way 
in their windows, . Four of the large State Street 
windows feature beautiful displays of furs at this 
time. One of the most attractive of these is the 
one shown in the photograph reproduced herewith 
in which two beautiful white ermine coats are dis- 
played on appropriate wax figures. The beauty of 
the furs as well as the effective manner of their 
presentation in the window would naturally attract 
considerable attention from the passing throng. 
The tapestry background, as shown in this win- 
dow, is used in all of the State Street windows of 
this store at this time. 

The corner window at State and Madison streets 
shows three figures well posed and wearing brown 
furs. Two are shown with summer ermine and the 


other figure, in a seated posture, wears a very beau- 
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tiful coat of natural gray and tan mole trimmed 
with gray fox collar and border. Some smaller fur } 
pieces are used with good effect to fill out the trim, ’ 
‘being draped about the chair over which lining ma- . 
terial is displayed with studied careless effect. =’ 
The Madison Street side of this same window 
is a continuation of the brown color scheme. Two ‘ 
figures are posed, wearing beautiful brown and 
bronze caracul coats, one of which is trimmed with 
mink collar, cuffs and border. Each figure wears a 
hat appropriate to the costume worn and one addi- 
tional hat is well shown on a stand near the center 
of the window and in front of a decorative carved 
chair over which beautiful lining material has been 
artistically arranged, falling in pleasing sweeps to 
and on the floor. Small mink throws are used to 
augment the general fur atmosphere of the display. 
The Boston Store, which is just across the 
street, and whose windows are presided over by 
Mr. McCormick also features an excellent display 
of furs in their great double corner window. 
Twelve coats, among which broadtail, leopard, 
mink, gray caracul, gray squirrel, brown caracul, 
summer ermine, muskrat, black seal and one all 
mink with self collar and front border are featured 
in the display. The window cards read: “Annual No. 2318C 
August Fur Sale Challenges All Chicago in Value 
Giving!” Also two large posters of the “Fourth This Novel Fall Decoration 
Million Dollar Fur Fashion Exhibit” are displayed 
in this window. Other Boston Store Sindoves a, IS_ ONLY ONE OF THE MANY 
‘ devoted to the display of other lines featured WE BROUGHT OUT THIS SEASON 
strongly in their August sale advertising through It consists of fine Hollyhock sprays from three to 
five feet high and other Autumn foliage. This foliage 
the newspapers. is placed in an urn decorated in the new applique 
Bedell’s windows just now are divided between = pe“ st ae — constructed wood flower 
the display of new fall styles and clearance of sum- highlights. Total height, “he ‘en 
| mer merchandise with little, if any, difference no- Specially priced at-----.-—--..-__.__ $20.00 
ticeable in the manner of merchandise handling. ° 
That is to say, that the “sale” trims are handled — - Catalog Today 
as neatly and as carefully as are the displays of full: coler geteess Fagg cn igen Swed > 
newer goods. The difference between the lines is colors. | You will want 
made evident in the merchandise itself and in the cee ware ee 
decorative accessories used to emphasize the sea- Prices and designs will 
sonal difference between the lines so displayed. ne aa 
One of the large front sections of windows on G. Reising & Co. 
State Street present a striking display of “New 229 W. Austin Ave. 
Fall Fashions” in dresses. Cerise colored floor Chicago 
mats are used in three places in this large window Lernietiimaiiammadialll 
upon which to stage attractive unit settings. In USE THIS 
between these, other units are displayed. A black eee eee ee ee mine en OOP ON 
tabourette upon which is placed a lavender vase i= Saas sas | G Reicen ed 
filled with exaggerated dahlias in colors of yellow, G.REISING 4G 229 W. yn am Ave. 
pink, red, lavender and green leaves. Two or three 7 = Chicago ; 
of these are placed at appropriate points in the BES AICS: 55S Fall’ Catelnns a new 
window. Dresses of black, blue and purple satin a 
silk and georgette are shown with variaus com- LS Sl aan 
binations of other colors used for trimming. Purple Reet iaeimmeE 








(Continued on page 47) 
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Hoover Contest Attracts Many Entries 


Record number of dealers interested in semi-annual contest conducted 
by sweeper manufacturer with more displays than ever entered 


By ENOCH LUNDQUIST 
Advertising Department, The Hoover Company, Chicago, II. 


AREFUL scrutiny of the photographs 
submitted in our recent window display 
contest shows very plainly that there 
is an increasing tendency on the part of 

dealers to tie in with the national advertising 
efforts of The Hoover Company. It has also proven 
that~dealers, or at least a large per cent of them, 


First Prize by Leslie D. Slack, Wurzburg D. G. Co., Grand Rapids, Mich, 


fully appreciate the value of 
creating special displays and 
entering them*in contests. 

By the exercise of his ‘own 
ingenuity and the aid of the 
display ideas and helps fur- 
nished, any retailer or display- 
man can make a display worthy 
of favorable consideration by 
the judges. Leslie D. Slack, 
display manager of Wurzburg 
Dry Goods Company, Grand 
Rapids, Mich., and winner of 
the first prize, got his display 
idea from a large 24-sheet pos- 
ter of The Hoover Company, 
of which there were several 
posted ‘in and about his city. 

Several dealers prepared win- 
dows which employed the char- 


acters and the scenes that were used in our maga- 
zine advertising of the spring months. Others se- 
cured their inspirations from various pieces of 
printed matter sent out regularly to each dealer 
and from specially’ prepared material for this con- 
test. Two dealers, widely separated, one in the 
extreme east and the other in the far west, had 
the same inspiration and car- 
ried it out most effectively, 


The complete list of prize win- 
ners is as follows: Leslie D. Slack, 
Wurzburg Dry Goods Co., Grand 
Rapids, Mich., first prize, $100; 
R. S. Pfister, Grote-Rankin Co., 
Seattle, Wash., second prize, $85; 
Wilmot M. Fisher. The Shepard 
Stores, Boston, Mass., third prize, 
$70; V. E. Shepherd, Central Hud- 
son Gas & Electric Co., Poughkeep- 
sie, N. Y., fourth prize, $50; De- 
troit Edison Co., Detroit, Mich., fifth 
prize, $40; Citizens Gas & Electric 
Co., Council Bluffs, Ia., sixth prize, 
$30; Wayne L. Poland, Dressler 
Hardware Co., Los Angeles, Cal. 
seventh prize, $25; Duluth Glass 
Block Co., Duluth, Minn., eighth 
prize, $20. 

Winners of $10 prizes are: Bar- 
ker, Rose & Clinton Co., Elmira, 
N. Y.; The Buchanan Co., Hills- 


Second Prize by R. Pfister, Grote-Rankin Company, Seattle, Wash. 
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dale, Mich.; Empire District Electric Co., Joplin, Mo.; 
Emil Hartman, Woodhaven, N. Y.; John T. Mackey, Her- 
polsheimer Co., Grand Rapids, Mich., St. Joseph Railway, 
Light, Heat & Power Co., St. Joseph; Mo.; United Power 
& Light Corporation, Abilene, Kansas; A. J. Climenson, 
Watt & Shand, Lancaster, Pa.; Winnipeg Hydro Electric 
System, Winnipeg, Canada, and C. J. Benedict, Younker 
Brothers, Des Moines, Towa. 





A It beats as it sweeps as it cleans. 
ong ‘the dirt that causes 
“the life of the carpet. 


3. It has a fully enclosed dust~ 
proof slow speed motor. 





Third Prize by Bud Fisher, the Shepard Stores, Boston. 


In addition to this list of prize winners, twenty others 
located in all sections of the United States, were awarded 
the $5.00. prizes. Two dealers won more than one prize 
by entering several displays. 





Fourth Prize by V. E. Shepherd, Central Hudson Gas 
& Electric Co., Poughkeepsie, N. Y. 


The new window display contest is now on and 
closes on October Ist. There will be only twelve 
winners compared to thirty-eight in the recent con- 
test, Prize money totals $605 as against $620 last 
contest. First prize, $100; second, $85; third, $70; 
then five prizes of $50 each, and four of $25 each. 
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Designers and 
Manufacturers of 
Wrought Iron 
Products 


Draping Stands 
Torcheres 
Consoles 


We design Panels and Back- 
grounds to harmonize within 
every period. 


Special sketches will be cheer- 
fully submitted. 


Wrought Iron 
Novelty Corp. 


(Fixture Division) 
1350 Broadway 
New York City 


Studios, Jersey City, N. J. 


























Window Display 
ACCESSORIES 


of Every Description 
Everything for the DISPLAYMEN 








Artificial Flowers Glass Shelves Spot Lights 
Artificial Fruit Glass Heel Rests Strip Lights 
Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter 
Borders Cloth Thumb Tacks 
Bilt-Wel Board Pedestals Valances 
Birch Bark Strips Papier Mache Velours 

Card Holders Novelties Velour Papers 
Chenille Roping Price Tickets Vines 

Color Attachments Plushes Wood Carvings 
Flood Lights Reflectors Wood & Metal 
Foot Lights Revolving Tables Fixtures 
Gelatine Scenic Paintings Wrought Iron Stands 
Glass Stands Show Cards 


Sample Books Mailed Upon Request of 
DISPLAY MANAGER 





Doty & Scrimgeour Sales Co., Inc. 


148 Duane Street New York 
Phone: Whitehall 2737—2738 


“Everything for Better Window Displays” 
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New Color Ensembles for Fall Displays 


Interpretation of ensemble mode in windows will aid in selling 
accessories as well as apparel for fashionable appearance 


By HAZEL H. ADLER 
Taylor System of Color Harmony, New York City 


HE costume ensemble mode is one of 

those ideas which, though introduced as 

a seasonal fashion has become an estab- 

lished style principle. The vogue for 
high colors in street apparel has made the careful 
consideration of the completed costume effect of 
primary importance. 


When the ensemble suit idea was first intro- 
duced it was confined to a dress and coat of the 
same fabric. Later dresses were made of material 
in which the coat was lined, but now the word 
ensemble has come to mean harmony of color, tex- 
ture and style in wrap, dress, hat and accessories. 
The desire to match colors to create an ensemble 
has been supplanted by the desire to achieve strik- 
ing and distinctive color contrasts as well as har- 
monizing blends. 


The new stocks of fall apparel are now coming 
in and the colors are even more vivid than last 
season. The problem of the selection of the proper 
colored hat, shoes, hosiery, dress, coat or acces- 
sories to wear with one of these new high colors 
will be in the minds of many thousands of women 
when they are planning their fall and winter ward- 
robes. By interpreting the ensemble mode in your 
windows you will not only sell piece goods or ap- 
parel in these new high colors, but also the acces- 
sories necessary to create a fashionable appearance. 


The latest styles can be viewed in fashion maga- 
zines, but few women have an instinctive sense 
for color combinations, and, in the larger cities, 
acquire the ability to combine colors through obser- 
vation and duplication of the costumes of fashion- 
ably dressed women, who so plentifully sprinkle 
the city streets. In the medium-sized or smaller 
towns they are dependent upon the department 
and specialty shop windows for their color ideas, 
and it is here that displaymen have an important 
mission to perform. 


A fund of valuable information on striking, dis- 
tinctive and harmonious costume ensembles will be 
found upon the Taylor Color Harmony Keyboard, 
to which The DISPLAY WORLD has previously 
called attention in its pages. The keyboard provides 
a means of instantly visualizing a comprehensive 
selection of distinctive color combinations in high 
shades, pastels, dark colors and neutrals, based on 


any one of the fashionable street, sport and evening 
wearing apparel colors. 

Fashion’s choice of fall colors is al-eady well 
established. For street wear there will be a con- 
tinuation of the rosewood shades, golden browns, 
russet browns, wine, a new green called epinard 
or spinach, and a new blue, whose name has not as 
yet been established but is being referred to as 
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Display Interpreting the Ensemble Mode. 


blue jay. For evening wear the geranium reds, 
violet shades and purply blues will be much in 
evidence. 

Let us now build up from the Taylor Color Har- 
mony Keyboard some costume ensembles based on 
a few of the popular shades. 

Epinard green was chosen by the Garment Re- 
tailers’ Association as the leading street color for 
fall. It is a dark green with a slightly blueish cast 
resembling bottle green, By placing an opening of 
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the mask accompanying the keyboard on the shade 
most closely approximating epinard, we find that it 
combines harmoniously with golden yellow, golden 
brown and pansy. This harmony might be drama- 
tized into a display as follows: Epinard coat, 
golden brown dress and hat; hosiery, shoes and 
cloves, golden brown; pansy handkerchief and 
figured scarf of pansy and golden yellow. 

This is only one of the smart and distinctive 
combinations which can be found on the keyboard 
for epinard in less time than it takes to tell about it. 

Wine is a rich, dark red with a purplish cast 
and is found on the keyboard in the violet red 
family. By placing one of the openings of the 
mask on the color closest approximating violet red, 
we find that it forms a harmonious combination 
with blue, green and gold. The combination might 
be dramatized into a display as follows: Wine 
gown, dark blue green wrap, hat and jewerly of 
old gold, blonde tones for shoes, hosiery and gloves. 

Geranium petal is another color sponsored by the 
Garment Retailers’ Association. It is a vivid orange 
red on the type of tangerine. By placing one of the 
openings of the mask on red orange, we find that 
geranium petal forms a harmonious combination 
with yellow and blue pencil blue. Blue pencil blue 
is a vivid blue with purplish cast. The combination 
might be dramatized into a display as follows: 
Geranium petal gown, blue pencil blue wrap, yel- 
low fan and evening bag, gold slippers and hosiery, 
blue pencil blue chiffon scarf. 

Dramatized selling through window display is 
recognized by progressive department stores as 
the most potent form of advertising and sales 
stimulation. The colors this season offer oppor- 
tunities to every displayman for super-effect. Color 
has an irresistible buying appeal which is greatly 
increased by showing it in harmonious, practical 
and wearable combinations. A knowledge of color 
harmony is more essential to efficient displays than 
it ever was in the history of retail business. 





MANUFACTURER OPENS FIXTURE DIVISION 

In the development of the display profession the trend 
of the day is toward special art objects and wrought iron 
products such as draping stands, torcherers, consoles, etc. 
To meet this growing demand the Wrought Iron Novelty 
Corporation has opened a fixture division at-1350 Broad- 
way, New York City.’ A recent installaton made by this 
house was for Bonwit, Teller & Company, the nationally 
famous women’s apparel house of New York City. 





PAASCHE ESTABLISHES CANADIAN BRANCH 
The Paasche Air Brush Company, 1909 Diversey Park- 


way, Chicago, announce the opening of their new branch 
office in foronto, Canada, at 529 Ossington Avenue. L. E. 
Leonard is in charge. This office will now handle their 
Canadian business, with a complete line of compressed air 
devices, from the delicate aftist’s air brushes to the large 
batteries of the industrial air finishing equipment. 
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We Are Actually 
Doing It! 


A National SERVICE is Now 
Being Rendered to Clients for the 


Installation of 
Window Displays 


Through Local Associates 





SAVE TIME—MONEY—DETAIL 





Information on Request 





Window Display 
Installation Bureau 
22-23 Pickering Bldg., CINCINNATI, O. 
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36-Inch 


RAY VELOR 


A Semi-Plush, Semi-Velour with a 
Very Glossy Sheen 


A Silk Velour Effect at the Price of Plush. 


Samples Gladly Sent, Together With Name of 
Nearest Distributor. 


WINDOTRIM FABRICS, Inc. 


17 MADISON AVE. 
NEW YORK 
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VALANCES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 
FINDLAY, OHIO 
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1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
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In a decision recently handed 
down by the United States Su- 
preme Court with reference to an 
ordinance of the city of Portland, 
Oregon, emphasis was given to the fact that ordi- 


“There Ought 
To Be a Law 
Against That” 


nances and laws are not a cure-all for every type ° 


of commercial ill. The thought that law is not an 
all-sufficient remedy runs counter to the often- 
expressed thecry that laws sufficiently specific and 
stringent can regulate the entire conduct of human 
affairs. The expression, “There ought to be a law 


” 


against that,” is a common one, and in most cases, 
perhaps, the statement is true. There ought to be 
a law against every action that is not for the best 
interests of the community at large. 

The merchants of Portland were of the opinion 
that “there ought to be a law” against the free 
peddling of various commodities from door to door 
within their city, and so an ordinance was drawn 
up and adopted, imposing a heavy license upon 
canvassers and peddlers. The Supreme Court has 
now declared the ordinance unconstitutional on the 
ground that “it interferes with the free flow of in- 
terstate commerce,” and in the nullification of the 
Portland ordinance similar ones in many other 
American cities are placed in jeopardy. 

As The DISPLAY WORLD has before stated, 
there is a much more simple and effective remedy 
against the peddler than that of securing the pas- 
sage of laws. The business man has a tendency to 
sit back and wait for the law to solve his problems, 
when often by his own efforts along other lines 
he could accomplish what he desires with less de- 
lay and less loss of motion. 

If the merchants of Portland, or any other city, 
whose legitimate businesses are menaced by unfair 


and fraudulent competition, will institute a cam- 
paign of advertising through their show windows 
exposing any fraud practiced by the transient ped- 
dler and at the same time making clear the fact 
that they, as permanent and responsible institu- 
tions, are prepared to meet competition on the basis 
of value, the peddler, with or without a license, 
will find himself facing a type of competition that 
can only be met by similar honesty on his part. 

The DISPLAY WORLD heartily agrees with 
the idea that the transient trader should be com- 
pelled, by license or otherwise, to bear a share of 
the cost of running each municipality in which he 
elects to do business. It is, however, opposed to the 
idea that as an itinerant merchant the peddler is, 
necessarily, either a faker or a crook. An honest 
peddler. selling honest merchandise at a fair price, 
has a right to his own manner of existence, but 
when he opens his business on the streets of any 
municipality and enjoys the privileges provided by 
taxes of local residents and business men, he ought 
and should be forced to pay a just share of the cost 
of these privileges. 

On the other hand, local merchants have the 
right to exercise every reasonable care against un- 


- fair competition, to expose any type of fraud on 


the part of transient traders, and to use the pro- 
tection of the law in so far as its operation concerns 
the common welfare. 

However one may regard the decision of the 
court and the merchants to set on foot a move- 
ment to prepare and enact a permissible type of 
ordinance, it is difficult to escape the conviction 
that there are other and sometimes better ways of 
accomplishing community results than by the invo- 
cation of the law. 
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When the retail merchants of America awaken 
to the fact that through their plate glass front lies 
the quickest and most certain method of overcom- 
ing the practices of the unscrupulous bellringers, 
only then will this menace become of the past. 





; It is easy to look back six 
The Displayman’s months or a year and see very 
Present-Day clearly where we have made 
Ope mistakes or have failed to 
make the most of opportunities that were present 
at the time. It is not always so easy to size up 
the situation existing at any given moment and 
do, right then, those things which will contribute 
most to our future well-being and prosperity. 

The entire display industry of the United States 
is extremely active and prosperous. Display service 
companies in most sections are handling a large 
volume of work with the immediate future even 
more promising; display departments have a per- 
sonnel up to the maximum point and at compara- 
tively satisfactory wages. No competent displayman 
today need be out of employment. 

It is human nature, nothing more or less, to take 
the future for granted when the present is highly 
satisfactory. Without in the least sounding a note 
of either pessimism or warning, we would bring it 
home to the display fraternity generally that 
things may not always be quite so rosy as they are 
at the moment, and suggest to each man to take 
a peek ahead and adopt a definite program calcu- 
lated to improve his position with respect to the 
profession of which he is a factor and insure to 
himself, so far as may be possible, continued satis- 
factory employment. 

The one true answer is constant self-improve- 
ment. It is not meant by this that every man, even 
in the practice of display, gets just exactly what 
is coming to him. But, taking it by and large the 
man who is really delivering the goods has less 
to worry about than the other fellow when work 
slackens up a bit and somebody is laid off. 

The great present-day opportunity of the dis- 
playman, as we see it, is three-fold, or rather 
branches three ways, and these should all be care- 
fully studied with the circumstances, qualifications 
and ambitions of each individual mind. Some men 
contemplate opening service companies of their 
own and cater to a few local accounts and to na- 
tional advertisers, To such, if they are qualified, 
we recommend that now is the time to consider 
this move. Others may have as their ultimate goal 
an association with a firm other than that with 
which they are now connected. To them we recom- 


mend the most careful consideration of all points - 


hefore making the final decision. The grass always 
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seems greener in other pastures. Still others, be- 
cause of various reasons, may never consider it ad- 
visable or possible to make a change should, never- 
theless, 4ake full advantage of the present oppor- 
tunity to develop their talents so that they may 
become increasingly valuable to their present 
employers. 

Success, in a majority ne cases, comes to the 
clear-thinking man who analyzes his problem, sizes 
up his abilities and limitations, and strives for a 
definite goal. 


{£ 





To understand the work of 
Pe pace see an artist or craftsman it is 
Window Displa very often necessary to look 
ated beyond the creation itself, 
and achieve an understanding of the artist’s or 
craftsman’s point of view and psychology. Apply- 
ing this rule to many-of the so-called modernists, 
we arrive at the conclusion that their work is with- 
out objective significance; that it is basically noth- 
ing but an expression of either childish desire “to 
be different” or an inferiority complex. 
Fortunately, very little of the painfully extreme 
form of modernism has entered the display art, 
but within the past few weeks several attempts to 
introduce it have been made under the guise of it 
having been prominently featured at the Interna- 
tional Exposition of Modern, Decorative and In- 
dustrial Art, which is now being held in Paris. 
Good industrial art is created primarily to fill 
an objective need. The creations of the master dis- 
playmen have been made the way they were made 
because experience taught that in their particular 
form they were valuable parts of merchandising 


Apropos of Modern 


methods. 

Speaking generally, the craftsmen who have 
created the things that are recognized as master- 
pieces are those who know the limitations of their 
periods and work to make something beautiful and 
appealing within them. On the other hand, the 
majority of the modernists recognize no limitations, 
and, if they do recognize them, defy them, realizing 
their impotency to create within their boundaries. 

Of course, we-do,not bring all modern designers 
under the classification above. There are many 
who are sincerely striving to create something 
new which will be in harmony with the spirit of 
the times and of perfect usefulness because it meets 
the needs of the present day. The work of these 
men should be applauded and studied, for it is they 
who are leading the advance of this great medium; 
but the work of those who make grotesque ar- 
rangements of merchandise with no thought to its 
sales-getting value should be taken no more seri- 
ously than the ant’cs of a child. 
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F-R-A-N-K-E-L 
DISPLAY 
FORMS 


Have Successfully 
Served the 
Display Profession 
Since 1888 


COMPLETE 
CATALOGS 
WILL BE SENT 
UPON 
REQUEST 


ee (———— 


Ask for 
No. 825D 


“GOTHIC” 


Cast Bronze Base 


“Every Type of Display Fixture Known” 














Securing the Transient Trade 


Displays should be arranged with an appeal to 
tourists as well as to the regular customers 
By RAYMOND T. WHITNAH 
Display Mgr., The Crosby Bros. Co., Topeka, Kansas 


RANSIENT business is every year main- 
taining an increase for the store whose 
displayman is alert to the possibilities of 
such. A few years ago the tourist made a 

bee-line for his destination, but today with modern 
roads he travels more leisurely and stops more fre- 
quently, having no worries for the weather of the mor- 
row. Taking trips slowly he sees more, and the modern 


Attractive Display Arranged by Mr. ;Vhitnah 


show window, attractive and appealing, plays its part 
in the traveler’s impression of your city. 

Many stores are placing at least one feature display 
a week, not alone for the business of the home buying 
public, for they, many of them, are buying as transients 
in another city at that time, but for everyone who may 
see that display—either home people or visitors. 

We have found that this year transients are buying 
not the necessities for the trip but luxurious gifts for 
their kin or neighbor as well as for themselves. We 
found that the full battery of windows must be working 
every minute of the day and night with the same high 
standard throughout as the feature display itself. 

Not alone through the windows, but inside the store 
the clerks should show even more courtesy to the buyer 
from out of town, for the impression he receives from 
you and your city, after all, is the treatment received 
while in your store. 





TEXAS STORE TO BE REMODELED 

Arrangements have been completed and contracts let 
for the remodeling of the J. W. Madden Company <tore 
at Denison, Texas. A large balcony will be added on the 
first floor to house the offices and wrapping department. 
All departments will be rearranged, modern lighting equip 
ment and new fixtures installed throughout the store. A 
program calling for an expenditure of $32,000 has been 
made. 
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Artistic Plateaux 


_ Add pep and life to any window trim 


You Can Always Depend on ONLI-WA 
to Produce 


Original Display Fixtures 


that build sales-getting displays. Years of | 
careful thought and planning have helped us 
give display men the fixtures they need— 
fixtures that add charm to a display. 























It Will Be to Your Profit 








to write us for complete 
illustrated catalog! 

















Quality and ‘. ; 
Originality Reg. U. S. Pat. Off. 


The ONLI-WA FIXTURE CoO. 

















(N. E. Corner 4th Ave. and 17th St.) 
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Loi of Sales 


is an everyday occurrence when a store is not 
equipped with the proper fixtures for the dis- 
play of goods on their counters. The tie stand 
illustrates this well, as it sells 75 per cent of 
the ties sold. Why not send for our new cir- 
cular of Counter Display Stands for all de- 
partments? It means money made that would 
otherwise be lost. 


The Great Central Novelty Company 
232-40 Main Street, Cincinnati, Ohio 

















Windows Enriched With 


Plushes and Velours in Exquisite 
Shades and Tones Attract Atten- 
tion and Create New Business. 


We specialize on your needs. 
Let us quote, or order an initial 


: apookooma supply. 
Samples and Prices Supplied on Request 


National Plush Company 


7 West 3rd Street New York City 
“A National Institution Known for Service” 



































A COMMERCIAL 
FIXTURE 


Consisting of 15” Mirror 
Lined Shade, Globe, Chain, 
Canopy and Wiring, 
Complete for 


$5.75 


We manufacture reflectors 
for every purpose. Show- 
case and window reflect- 
ors, flood-lighting, picture 
and art gallery lighting. 


Sunlight Reflector 


Co., Inc. 
Establ. 1898. 
226=228 Pacific Street, 
Brooklyn, N. Y. 























All Kinds of Fabrics Specially 
Suitable for Your Window Trims 


Tell Us Your Requirements 
~ and We'll Submit Samples. 


WINDOTRIM FABRICS, inc. 


17 MADISON AVE. 
NEW YORK 


“Specializers in Fabrics for the Displayman” 
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Display Service Aids Retailers 


Display service companies throughout the country 
giving more thought to serving local merchants 


By R. A. McCRARY 
Modern Display Service Co., Shreveport, La. 


NLY recently have merchants given thought to 
the idea of a display service company taking 
care of their displays. This lack of interest on 
their part has, to a great extent, been caused by 
the services themselves in not extending the proper co- 
operation and endeavoring to merchandise his displays. 

Too often the display service has thought only of the 
beauty or uniqueness of his display and has forgotten 
about the sales power of the windows. It is not meant 
that beautiful and unique displays are not merchandise 
sellers, for ‘every display has some pulling power, be it 
beauty or oddness or what not, but incorporated with this 
must be the power to “make the passer buy.” 

The window display services throughout the country are 
giving this more consideration and are embodying more 
of it into their work than ever before. It has been found 
that when the merchant begins to rely upon the service 
company and realizes that he is going to get the proper 
co-operation he is anxious to have a service company take 
care of his windows. This method is not only a financial 
saving, but is a saving of time and considerable worry 
for the merchant. ‘ 

Merchants in every section of the country have found 
that the service is one of more importance than just the 
actual displaying of merchandise. In our case, none of our 
clients plan a special selling event without consulting us 
as to our idea of the prices, for we make a practice of 
merchandising our displays and do not allow a single ar- 
ticle to go into the window when we know that the price 
is not right. In our organization is a man who has had a 
number of years’ merchandise experience in one of the 
largest department stores in the South. 

We have no hesitancy in taking out a window installed 
the previous day or sometimes the same day if we find 
that the merchandise is not selling. When we are engaged 
to care for the windows of a certain store we feel that 
we are just as much a part of the organization as any one 
connected with it, for our interest is to sell the goods 
handled just the same as any salesman or the proprietor 
himself. 

Some may contend that the service agencies are all 
right for the small merchant—the man who has only a 
few small windows to take care of—but this idea is not 
true. We number among our clients a firm that has a 
battery of twenty-three windows and five interior cases 
and several stores where there are five or six windows. 
These institutons are getting the same service, if not a 
great deal better, than they would get with a man giving 
it his entire attenion. That they continue to use our serv- 
ice is proof of the satisfaction we are giving them in the 
sale of their wares. 

We recently sold five hundred silk dresses in this city, 
which has a population of only fifty thousand, for a small 
store with only a twenty-foot frontage and one small win- 
dow. It was necessary to keep the doors closed all day 
and allow only a few to enter at a time, the congestion 
was so great. We could have sold a thousand or more of 
these dresses had their store been large enough to accom- 
modate the crowds. 

We were able to sell this large number of dresses for 
this firm because we merchandised their display and be- 
cause we arranged their store front in a manner that 
“made the passer buy.” 
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The possibilities of the display service is only in its 
infancy. Within a few years a surprisingly large number 
of merchants in every section are going to realize the 
value and importance of a window display service com- 
pany and begin to take advantage of its specialized work. 





Well Known Display Executive Dies 


John H. True, advertising manager, J. R. Palmen- 
berg’s Sons, dies after long illness 


A brilliant mind, a versatile writer, an eloquent speaker, 
an indefatigable worker and an imposing character, in the 
form of John H. True, veteran advertising manager of 
J. R. Palmenberg’s Sons, Inc., New York City, has passed 
away. It was this combnation of genius and talent that 
earned for him the respect and admiration of many friends. 
His death occurred July 8 at the age of 67, after a pro- 
tracted and weakening illness. 


Turning from 
general newspaper 
work, begun at an 
early age, he en- 
tered the trade 
journal field, where 
he gained the con- 
tacts and knowl- 
edge of merchan- 
dising methods that 
proved so valuable 
to him with Palm- 
enberg’s. He en- 
tered upon these 
duties in 1907 and 
quickly became a 
nationally known 
figure in the realm 
of display. His 
vision and untiring 


efforts in behalf of 
display and the I. Former Advertising Manager for 


A. D. M. won for J. R. Palmenberg’s Sons, Inc. 


him the respect and admiration of the entire trade. 

As organizer and president of the Store Equipment 
Manufacturers’ Association, he delivered a speech at the 
Chicago convention of the I. A. D. M. in 1913 that won 
the 1914 meeting for New York. From that time on he 
was famous for his speeches at these yearly conventions, 
and, although never an officer, he gained a unique position 
in his associations with that organization. 

In 1919 he was stricken with a form of aphasia which 
resulted in a temporary loss of memory. His recovery 
was never really complete and he was unable to resume 
his business activities for any length of time. The entire 
display industry will keenly feel the loss of this great 
personality. | 





JOHN H. TRUE 





REPRESENTATIVE WANTED 


To sell high-grade advertised line of win- 
dow display fixtures in Illinois, Indiana 
and Ohio. Good opportunity for pro- 
ducer. Drawing account with commission. 
Give full particulars in first letter; confi- 
dential. 


Box. “S.C. W,,” 
Care The DISPLAY WORLD 

















For Every Display Need 
of Every Store 


Only experienced de- 
signing and unusual 
manufacturing §facili- 
ties can produce win- 
dow and store display 
fixtures of such evi- 
dent quality, and at 
such moderate prices, 
as is apparent in every 
department of the 
Hugh Lyons line. Mer- 
chants in all lines. 
large and small, should 
know the merits of 
these fixtures. 


“Makes Buyers 
out of Passers-by” 





Our 
Fixture 
Book 


To every. store- 
keeper who is in- 
terested in the im- 
portant matter of 
better window dis- 
plays we have a 
special fixture book, 
ready to mail for 
the mere asking. 

This book will in- 
troduce to you all 
the possibilities of 
effective merchan- 
dise display by 
means of fixtures 
that are correct ‘in 
every detail of de- 
sign and finish. 
Send for your copy 
today—a card will 
do. 





Tabourettes, 
Pedestals, 
Plateaus 
Tables, etc. 


An important feature of 
the Hugh Lyons line is 
its wide variety. There 
are no corners of your 
store or windows that 
do not have their fitting 
pieces in the Fixture 
Book. 





Hugh Lyons & Company 


LANSING, MICHIGAN 


SALES OFFICES 


New York—35 W. 32nd St. 
Chicago—217 W. Jackson Bivd. 
Baltimore—No, 1 N. Eutaw St. 
Boston—52 Chauncy St. 


Hosiery Displayers 


These useful units, made in a number 

: of styles, suggest the almost number- 
_%. 'ess ways in which such pieces may be 
‘>, “tilized in effective window displays. 
oN Our Fixture Book offers 


_ many decorative hints. 
= : 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


(1) Herman Frankenthal, B. Altman & Company, New York City; (2) E. W. Samsell, Young-Quinlan Company, 
Minneapolis, Minn.; (3) R. E. Jones, Gimbel Bros., Inc., New York City; (4) Paul W. Hamlin, Oppenhetmer- 
Alsop Co., Oskaloosa, lowa; (5) Ralph G. Hamer, Desmond’s, Los Angeles, Calif.; (6) G. Gordon Myers, The 
Rollman & Sons Co., Cincinnati, Ohio; (7) J. H. Hilton, Ritter & Meyer, Youngstown, Ohio; (8) Sylvester C. 

Rieser, The Laclede Gas Light Company, St. Louis, Mo. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 
(1) G. Gordon Myers, The Rollman & Sons Co., Cincinnati; (2) George F. Tibbetts, Forbes & Waliace, Spring- 
field, Mass.; (3) M.R. Hiller, F. A. Empsall Co., Watertown, N. Y.; (4) M. H. Luber, The Killian Company, Cedar 
Rapids, lowa; (5) A. C. Raining, Boyd-Richardson, St. Louis, Mo.; (6) Harold L. Braudis, Meekins, Packard & 
Wheat, Inc., Springfield, Mass.; (7) W. L. Stensgaard, C.W. Klemm, Inc., Bloomington, Ill.; (8) Sidney Goldberg, 
Kline’s, Cincinnats, Ohio. 
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STORE EQUIPMENT DIGEST 


. Fixtures --- Show Cases --- Store Fronts --- Plans --- Equipment 

















Many Stores Planning New Equipment 


Unprecedented activity in construction of new store buildings and the 
remodeling of old ones will substantially affect fixture industry 


CCORDING to reports recently issued from . 


authoritative sources America is facing a 

most phenomenal period of activity in the 
store building construction field. Conservative esti- 
mates have placed the figure covering the contem- 
plated expenditure for erection of new buildings 
and the- remodeling of old ones at more than forty- 
three billion dollars. Added to this enormous figure 
is another almost unbelievable one of three billion 
dollars for new and modern equipment, 

From every section of the country, from metro- 
politan centers and from small hamlets, come in- 
teresting reports concerning plans for the building 
and furnishing of new mercantile homes. Mer- 
chants everywhere are realizing that better and 
more modern store equipment is a controlling fac- 
tor in present-day successful merchandising. 

A new five-story home, costing over a million 
dollars, is being built for the Young-Quinlan Com- 
pany, women’s specialty shop of Minneapolis, 
Minn. The first three floors will be devoted to 
selling with offices, auditorium, rest rooms. loung- 
ing rooms and lunch rooms on the fourth and fifth 
floors. No definite plans have been made for the 
interior, but the appropriation calls for show cases, 
wall cases, counters and other equipment of the 
most modern and artistic design. 

Work on the $18,000,000 addition to Gimbel 
Brothers store, Philadelphia, was begun August 11, 
with contracts calling for its completion before the 
end of the year 1926. When this building is com- 
pleted it will be a modern fireproof structure of 
twelve stories. and two basements, covering an 
entire block. Each of the fourteen floors will have 
160,000 square feet of space, the largest. selling 
floors of any store in the world. 

A grand arcade, a feature of the building, will 
extend through the center and will be forty feet 
high and 480 feet long. The show windows will 
contain many unusual features. 

According to Richard Gimbel, who is in charge 
of the new building and who has just completed 
a special trip around the world for the purpose of 


gathering the best features of all the stores in 
Europe, Asia and America, this store will be the 
last word in department store construction, with 
equipment throughout which will afford the utmost 
in service and convenience. 

Announcement of the remodeling of another large 
department store, which is attracting considerable 
attention among the store equipment and fixture 
manufacturers, is that concerning the F. & R. 
Lazarus Company, of Columbus, Ohio, Another 
complete unit will be erected and connected with 
the present store. 

No expense has been spared in the study of 
every detail, as it is planned to make this one of 
the most complete stores in America. Special at- 
tention will be given to the display of merchandise, 
both interior and in the windows, and all depart- 
ments will be so arranged that shopping will be 
easy for the customers. 

A complete rearrangement of departments and 
general improvement of the Sterling Cloak & Mil- 
linery Company, Inc., exclusive women’s ready-to- 
wear store, Stockton, Cal. has just been an- 
nounced. Work will start soon after January 1 and 
will be completed before the following spring. 

New windows and lighting fixtures, in addition 
to necessary show cases and wall cases for the new 
departments, will be installed. Upon completion 
of the alterations this will be one of the best equipped 
stores in that city. 


Among the other large stores that are planning 
programs which call for the purchase of new equip- 
ment are Caster-Knott Dry Goods Company, Nash- 
ville, Tenn.; Lipman, Wolfe & Company, Portland, 
Ore.; Thalhimer Company, Richmond, Va.; The 
New York Store, Moline, Ill.; Minter Dry Goods 
Company, Abilene, Texas; Hahne & Company, 
Newark, N. J.; The Emporium, Jackson, Miss. ; 
August W. Smith Company, Spartansburg, S. C.; 
Strawbridge & Clothier, Philadelphia, Pa.; Eastern 
Outfitting Company, Portland, Ore.; David Spen- 
cer, Ltd., Vancouver, B. C., and Loveman, Joseph & 
Loeb Department Store, Birmingham, Ala. 
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Los Angeles’ Finest Hardware Store 


Presenting a complete description of one of most modern hardware 
stores in America—All fixtures planned by sales manager 


By H. D. STERLING 


Sales Manager, Dresslar Hardware Company, Los Angeles, Calif. 


WENTY, thirty, forty years ago, the hard- 
ware man did not believe in advertising ; 
he did not believe in display; he did not 
believe in fixtures. He did well in business 

because in those days there was less competition, and 
customers were not in a hurry. They did not mind 
waiting. In fact, they liked to stop and chat awhile. 

Today it is different. People want service; they 
want to be waited on in a hurry; they travel thirty 
miles an hour getting to your store, and they travel 


thirty miles an hour getting away. People are less pa- / 


tient than they used to be; they want to be waited on 
as soon as they enter the store; and they want to see 
things and examine them before purchasing. They 
like to be waited on by salesmen who can locate things 
easily and quickly. 

When you wish to purchase a new necktie, you 
think of some store that sells neckties. You visualize 
some store that has had neckties on display in the show 
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interior View of -New Store of Dresslar Hardware Co., Los Angeles, Showing Serviceable Arrangement of Fixtures 


window—some store in which you have noticed a nice 
interior counter display of neckties. The same with 
hardware, shoes, drugs and other forms of merchandise. 
You think of the store that seems to you to be the most 
modern, the most up-to-date—the store that carries the 
best stocks, and where you will be waited on in a court- 
eous and business-like way. 

Modern fixtures help—give the customer what he 
wants when he wants it. They help him locate what 
he wants and they help the salesman find what the cus- 
tomer desires. They lower the overibeal expense of 
operation, thus allowing the customer to share savings 
in the purchase of commodities. 

Few hardware stores are designed for the purpose 
of carrying on a hardware business. In the new Wash- 
ington Street store of the Dresslar Hardware Company 
we have first a building designed for use as a 
straight retail hardware establishment. The fixtures, 
more than fifty per cent of which are of special design, 
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were planned with but one thought in mind: Stock, 
show, sales, service. They were all designed to carry 
sufficient stock to show all the stock, to promote sales 
through the showing of the stock, and to give and pro- 
mote service through the display of the stock in :!epart- 
ments, allowing a customer to easily locate the mer- 
chandise in which he is interested, and making it pos- 
sible for the salesman to speed up the delivery of the 
merchandise to the customer. 

The building is of brick construction, 60 feet wide, 
200 feet deep, ceiling 21 feet high, with no supporting 
columns in the main store. The entrance is 60 feet wide 
and 25 feet deep, giving 736 square feet of show win- 
dow space, and a lobby containing 500 square feet. 
The combined floor space is 32,996 square feet. 

” All fixtures were built by the Duluth Show Case 
Company, Duluth, Minnesota. They are of oak con- 
struction finished in a French gray stain. 

In the main part of the store there is a mezzanine 
floor in the rear, and also over the front entrance and 
show windows. A balcony on each side pf the store 
room connects the front and rear mezzanine. The 
main floor is planned along entirely new lines in hard- 
ware merchandising. The first 32 feet of wall space on 
each side of the store has an overhanging balcony five 
feet wide. Thirty-two feet from the front this balcony 
widens to eight and one-half feet and extends to the 
rear mezzanine. On entering the store, the first thirty- 
two-feet of wall space on the left side is devoted to the 
sporting goods department— fishing rods, tackle, guns, 
ammunition, camping equipment and athletic goods. 
The first thirty-two feet on the right wall is assigned 
to bathroom fixtures and electrical appliances displayed 
in glass wall cases. 

Where the balcony widens on each side of the room, 


the wall cases, shelving, sample doors, etc., are brought. 


out flush with the edge of the balcony, giving a double 


Sporting Goods Given Display in Special Cases. 


run of shelving on each side of the room. The rear 
of the display shelving is used for the storage of sur- 
plus stock. Such goods as bolts, fittings and numerous 
other lines of hardware are stocked back of the main 
shelving in the rear, but easily accessible for quick sale. 

Where the balcony widens on the left side, the tool 
wall display cases start, followed with 76 sample doors 
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with the first 40 doors devoted to the samplings of tools 
and hardware. The doors from this point to the rear 
are sampled with builders’ hardware, etc. On the right 
wall, flush with the balcony, the wall display cases show 
the lines of silver and nickel fancy ware, followed with 
open shelving devoted to miscellaneous household wares. 
All goods such as cleaning supplies and laundry sup- 
plies, are alloted to clearly defined sections, thus pro- 


Section of Bathroom Fixtures Department. 


moting easy and speedy shopping. The rear shelving, 
which is flush with the face of rear mezzanine floor 
is devoted to paints, brushes, etc. 

Exclusive of side wall shelving, no fixture in the 
main store is of a height greater than 52 inches, al- 
lowing a clear view of the store at all times. 

On the main floor are nine eight-foot plate glass 
floor display cases, five of which are of special design 
to accomodate cutlery and certain other lines of mer- 
chandise. There are twenty-two display tables fur the 
showing of china, glass ware, aluminum ware, cast 
ware, wire goods, cleaning supplies, brooms and 
brushes and numerous other lines of merchandise. 
Special fixtures are provided for five, ten and fifteen- 
cent goods ; also for auto accessories. There are special 
fixtures for lawn mowers, garden hose, lawn equipment 
and garden supplies. : 

A special unit shows bird cages and bird accessories, 
others showing steel goods and screen wire. Two nail 
counters were designed for all nails, brads and tacks. 
Special units were provided for heaters and a large 
central space is assigned to gas ranges and refrigerators. 
Six wrapping counters are located at convenient points. 

There are no ladders in use in the new store, all 
merchandise being obtained from the floor. Under 
the rear mezzanine, the shipping and receiving depart- 
ment, and the builders’ hardware putting-up room are 
located. This department connects with the basement, 
which is now used for storage but can be converted into 
a sales room when the necessity arises, through two 
stairways and a large freight elevator. A stairway 
from the builders’ hardware department connects with 
the surplus builders’ hardware stock located on the 
left balcony. 

The third floor is twenty-five feet wide and sixty 
feet long, and is used as room for sales meetings. The 
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offices, as well as the builders’ hardware display room, 
are located on the rear mezzanine. The front mez- 
zanine is used as a sales room for seasonal goods, such 
as the larger camping equipment, toys, wheel goods, 
etc., in season, 

All merchandise is displayed in departments and the 
departments are so related as to give a maximum of 
service to the shopper. The entire store is designed 
for the convenience and service of its many customers 
and the recognition they have given it since the opening 
day evidence the appreciation of the Dresslar policy to 
make every customer feel that he is the store’s guest. 

Good customers like neat stores. Neatness and 
courtesy are the greatest business builders. In 
Dresslar stores we have both. 





Chicago Monthly Display Review 
(Continued from Page 31) 

and lavender combinations seem to predominate 

among the combinations shown. 

Mr. Tannehill’s windows at Carson, Pirie, Scot 
& Company are not only well represented in the 
display of attractive fur apparel, but are in every 
way up to the high standards of display uniformly 
maintained in the window department of this store. 
The first four windows on State Street, beginning 
with the one nearest the corner entrance at State 
and Madison, are devoted to the display of fur 
coats, each window featuring three or four coats. 
selected so that each looks well with the others 
displayed in the same window, and thus making 
the effect of the entire trim good. 

Space will not allow for a detailed description 
of the types of fur shown or the technical ar- 
rangement. Following the four windows of 
fur coats, there were three windows showing in- 
teresting displays of cloth coats in new autumn 
styles and fabrics. Some were plain or self-trimmed 
and some showed trimming of fur collors, cuffs and 
borders, “Atigust Sale” cards were in all these 
windows, further worded to apply concisely to the 
particular girments displayed in each window. 

The foregoing résumé gives a fairly good idea 
of what is being done by the larger State Street 
stores in their merchandising program for the 
month of August. This is also indicative of the 
merchandising policy of the majority of representa- 
tive stores and specialty shops on State Street, 
Michigan Avenue, and other streets and business. 
sections throughout the city. The enormous amount 
of newspaper advertising which is done in the Chi- 
cago papers’in furtherance of the August fur sales 
and other sales, by all the stores, day after day, 
creates a local buying urge and general merchandis- 
ing program which has a direct and potent influence 
upon the public. As such it would almost force 
every small merchant to get into line if there were 
iny who might not want to follow the leaders. 

















“JUST THE BEST” 


Papier Mache 











706-A 


Many New Creations and Ideas for 
Christmas. 








Art Fontaine 
Exposition Company 


10714 N. Main Street 
Los Angeles, Calif. 
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SILK PLUSHES 


PLAIN COLORS, 24”, 36” and 50” 
“JOCKEY” STRIPES, 24° 
“IRIDESCENT,” 24° 


Samples Gladly Sent, Together With Name of 
Nearest Distributor. 


WINDOTRIM FABRICS, Inc. 


17 MADISON AVE. 
NEW YORK 


























Window Display Screens, 
Backgrounds, Panels and Dec- 
orative Platforms, Tripods, 
etc., for 


Rent or Sale 


Individual and Artistic. New De- 
signs. Beautiful color combinations 
with changeable scenic centers. 
Will please the most fastidious 
display manager. 


JOHN MASON 


Philadelphia 














LLAMA LALLA AAA hhhh hhh 


Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


etc. Manufactured by For Plates For Bowls 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 


/ALANCES 


——, | toe ga werd a Valance, write 
and find what we have to offer. 


BRYAN’S 
423 S. 4th, Louisville, Ky. 


























THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 


19 EAST 15th STREET 


NEW YORK 


LETTERING 
une 


223 Lexington Ave. NLY. 


Advertise Your Wants in 
THE OPPORTUNITY EXCHANGE 
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New Girl Figures Create Sensation 


The influence of youth and the American girl 
on merchandising is far beyond belief 


By RALPH R. GARRISON 
Adv. Mgr. J. R. Palmenberg’s Sons, Inc., New York City 


OUTH will be served” is an old adage of ever- 
increasing importance. It is especially applicable 
to the American girl, who, as a flapper, started 
the world and upset traditions only a few 

years ago. This period was transitory and really a re- 

adjustment of world-wide conditions. It marked an 

ascendency in feminine influence and determination, par- 

ticularly noticeable in the adolescent age. Since then 

the American girl has been accorded universal recognition 

of her independence, good looks and ability to dress well. 

She has also regained her level-headedness and commands 

respect and admira- 

tion wherever she 

may be. If she is in 

her teens she usually 

wants to look in her 

twenties, but only in 

her early twenties. 

If she is in her twen- 

ties, she naturally re- 

mains there or re- 

verts to her ’teens. 

She wants to. be 

youthful always and 

is always observant 

of youth. 

What, then, is more 

influential in thle 

suggestion of femi- 

nine apparel mer- 

chandise than the 

spirit of youth? It 

is not style alone, 

nor is it color. or 

price. It is the ever- 

fascinating appeal of 

youth so admirably 

displayed by the 

American girl. 

An outstanding fea- 

ture of the fall semi- 

annual display of 

wax figures at the 

Palmenberg show 

rooms is their re- 

markable “American 

Girl’ figures. This 

extremely desirable : — 

type has for several seasons been found wanting in that 

necessary combination of youth, piquancy, naturalness and 

poise that is typical of the younger generation of the age. 

It would seem, however, that Palmenberg has caught 
that subtle co-ordination of lithesome figure and appeal- 
ing features that typifies the American girl. Living models 
of flapper types were used extensively in their develop- 
ment and the results achieved, as evidenced by the ac- 
companying illustration, are unusually interesting. 

There is not a stilted pose nor an exaggeration of flip- 
pancy to mar the effect of any of these wax misses. Every 
head model is radiant with the charm of youth and beauty, 
yet as natural and sweet as one could desire of his own 
daughter. Blondes, as well as brunettes in various shades 
of brown and black, curly and straight-bobbed heads 
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prevail. There are even some with full-length tresses to 
provide variety and appeal to those who favor the unshorn 
head. 

In the proportions and silhouette of their bodies they 
are essentially boyish. Flat of bust, narrow of shoulders, 
trim and sprightly, they convey an air of sparkling, 
vivacious, youthful femininity. 

In describing their new “Miss” figures as “Miss Amer- 
ica Reproduced in Wax” and “Glorifying the American 
Girl in Wax” Palmenberg has struck a chord that is neither 
irrelevant nor exaggerated. It is aptly adaptable to the 
spirit of modern merchandising. A complimentary repre- 
sentation of the American girl herself, who knows what 
to wear and how to wear it and does not hesitate to buy 
what becomes her. 

New models in other types are also included in this 

elaborate display of wax figures. Attractively posed, 
gowned and lighted, these figures, over fifty in number, 
offer unusual opportunities for the displayman, merchan- 
dise man and buyer to study the possibilities of wax 
figures at close range in the merchandising of women’s 
wear. ‘ 
In addition to this exhibition of wax figures at the 
Palmenberg main office and show rooms, similar displays 
of wax figures and new articles of display equipment are 
exhibited at the branch offices in Chicago, San Francisco, 
Baltimore and Boston. 


Dealers Use Good Material 


(Continued from page 26) 





These cards are executed in the same careful manner as 
the larger ones, and are very attractive. 

In furnishing our dealers with window display ma- 
terial it has been proven that the cards and display 
pieces most enthusiastically received are those that are 
distinctive, and in design, coloring and workmanship 
really stand out above the average. Dealers are glad 
to use good display material, but if offered an inferfor 
grade they will not place it in their windows, except 
on necessity or in the absence of something better, no 
matter whether it was furnished them gratis or at 
actual cost. 

A few good displays are worth more than a dozen 
cheap ones. Yale strives to furnish the kind of material 
for dealers’ windows that makes possible an attractive 
window, with a sales pull that is a credit to both the 
dealer and the manufacturer. The results being ob- 
tained through this policy evidence the soundness of it. 





BOOKLET ON AMERICAN FLAG AVAILABLE 

Few merchants and displaymen throughout the country 
are familiar with the correct use of the flag of the United 
States of America, the history of it, how to honor it, how 
to respect it, how to salute it, and last but not least of 
all, how to display it. 

A very interesting booklet entitled “Our Flag,” has just 
been published by Barrett A. Robinson, of Grand Rapids, 
Mich., for fifteen years a displayman of New York, Boston 
and Chicago. His knowledge of the display field, coupled 
with a careful study of the subject, makes this a volume 
that should be in the hands of every merchant, displayman, 
and, for that matter, every American citizen. 

A special price of 25 cents a copy has been made for 
those who order direct from Barrett A. Robinson, 323 
Division Avenue, South, Grand Rapids, Mich. 
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SPECIAL OFFER ON THIS DESIGN 
Write For Our Pr'ces 





Quality Fixtures in the Newer 
Designs in.Bronze and Wood 


OUR PRICES SATISFY THE 
MOST CONSERVATIVE BUYER 


Send For Our Catalog or Get Our Estimate 


ANGLO DISPLAY FIXTURE CO. 


246 W. 38th Street New York City 























Once More, 
Let’s Get 
Down to 
Fundamentals 





—and remember that, after all, light is the 
basic element in compelling attention to your 
windows, 


The most modern store front, 
the most beautiful window display, 
the finest merchandise, 


will not successfully create a desire to buy 
unless the media of good light is used. 
SUN-RAY can perfectly light your windows 
and at the same time save you money in 
amount of electric current consumed. 


Our Dept. W Will Furnish Full 
Information to You. Write Today. 


SUN-RAY LIGHTING PRODUCTS, INC. 
119 Lafayette St. New York, N. Y. 
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With the New York Displaymen 


Exhibition of latest fashions in fur garments in New York stores and 
shops quickly supplanted by presentations of fall merchandise 


By T. A. GALLAGHER 
New York Correspondent, The Display World 


UR windows appeared earlier this sea- 
son than last and are now being taken 
out to make room for the presentation 
of fall merchandise. This year, however, 

these displays seemed to have something of an 
added charm as compared to previous years. 
Whether this may be attributed to the fact that 
display itself has improved to that degree, or 
whether greater attention has been directed toward 
making the event itself more impressive, isa ques- 
tion very hard to decide. 

The fact stands out in clear relief, however, that 
the annual August fur sales which used to be made 
to look like a “sale” in every sense of the term, 
have been turned into what may be more accu- 
rately termed an “Annual August Exposition of 
Advance Fur Styles.” The windows along Broad- 
way, Fifth Avenue, and other retail channels cer- 
tainly leave no doubt as to the importance of the 
event as a style exhibition. And the interest mani- 
fested in these displays on the part of the women 
shoppers indicates that the display and sale of 
furs in August is by no means untimely or ill- 
considered from a business standpoint. 

An interesting display of full-length cocoa cara- 
cul coats on forms grouped about a full-length 
painting of a noted actress attired in a long fur 
coat caught the attention of passersby at Mc- 
Creery’s. Joseph Cummings Chase, at once a 
noted artist and display manager of this store, 
painted the picture. The display was also tied-up 
with the moving picture, “Kivalina of the North- 
lands,” by the placing in the foreground of Eskimo 
parkas, bows and arrows, and like implements. 

An effective background for a display of furs 
was secured by Douglas A. Rowe, display man- 
ager for Orkin’s Specialty Shop, by stretching a 
gray-green curtain nearly across the window. That 
portion of the uncovered permanent background 
formed a frame which gave a striking appearance. 

Four coats, on forms, two of brown fur and two 
of black, were arranged on either side of a large 
illuminated globe, supported by a metal stand at 
the center. The stand, of a gray metallic color, 
had a fringe of pendants resembling icicles hung 
to the four arms that held the globe. A white fox 
fur directly in front of the globe was partly con- 
cealed by an attractive card in harmonizing colors. 

Popular-priced merchandise seemed to be fa- 


vored in the row of fur windows along the Saks- 
Fifth Avenue front. However, one window which 
appeared to stand out above the others, and was 
no doubt arranged to appeal to those seeking the 
best grade of the merchandise offered, was in the 
center of the group. In the back center of the 
window, up against the oak-paneled background, 
was a half-moon dressing table, over which hung 
a small pastoral painting. On the table was a 
beautiful jewel case, from which protruded a string 
of pearls, suggestively belonging to the pretty 
lady who looked out from the silver frame of the 
case to the right. 

The whole display conveyed the atmosphere of 
luxury and subtly told the woman shopper that 
she could place herself in the personality of the 
beautiful lady on the table by the purchase of the 
suggested costumes. Two fur coats were shown. 
One of them, a leopard-skin garment, with collar 
and cuffs of brown fur, was thrown over a chair 
of decorative design. The other coat was of light 
brown fur, trimmed with darker brown and it was 
shown on a form placed near the left side of the 
table. Articles to go with the furs were also shown. 
So effective was this display that the furs were 
changed several times so that immediate sales of 
the garments shown could be made. 

Saks also had an attractive window advertising 
their “Georgian Shop,” as they call their beauty 
shop. The background consisted of a beautiful 
black silk curtain by Harry Taylor, famous display. 
artist, on which was painted the figure of an airy 
lady ascending a staircase into the clouds. The 
effect of the curtain was to convey an atmosphere 
of luxury and a mind picture of the beauty shop- 
The atmosphere given was a distinctive feature 
of Saks’ windows this month. In the foreground 
were set several heads showing ladies’ coiffures of 
various colors, and two simple placards bearing the 
legend, “Georgian Shop.” 

Three windows of beautiful embossed velvet in 
a variety of shades of purple, orchid, gold, green, 
orange and black were presented by B. Altman & 
Company. The first window showed a display of 
this cloth in blue, brought up to an apex in the 
center and draped down at the sides. The cloth is 
a yard wide and has a half-yard-wide trimming 
of gold tinsel, lending itself wonderfully well to a 
splendid combination of line and color. 
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The second window contained a combination of 
this cloth in orchid, gold, green and black in 
flowered design, reversng the arrangement of the 
first window by bringing the cloth high up on the 
sides and drooping in the center to reveal the back- 
ground of green and black. The third window 
showed a blue drape on the left, an orange in the 
center and a black one on the left. 

Another B. Altman window displayed the many 
colored sport scarfs that are becoming so popular 
and also the new blue pencil blue sport turbans for 
fall wear with walking sticks to match. The tur- 
bans were set atop criss-crossed waiking sticks ar- 
ranged after the manner of stacked rifles, while the 
scarfs held the center of the stage on bust models. 

Wanamaker had an unusual window of old Eng- 
lish, French and Italian prints, arranged with the 
idea of calling attention to the fact that the picture 
frame department was prepared to render spe- 
cialized service in framing such prints by fitting 
to them frames appropriate to the period. 

A display of a complete walnut dining-room 
suite which were reproductions of seventeenth cen- 
tury Italian pieces was shown in one of the promi- 
nent windows at Macy’s, The buffet was placed 
on the left of the room, and from the sideboard an 
Italian altar cloth was draped. Across the middle 
of the table, which was placed in the center of the 
room was a piece of old Italian brocade. The floor 
was in imitation red stone and the room seemed so 
genuinely a real room of the period rather than a 
display that it attracted much attention to the 
merchandise. 

Large crowds were attracted to a display of 
young children’s balbriggan wear in the windows 
of Lord & Taylor. In the center was a playground 
slide and on each side but well off into the corners 
were tall, potted plants. A huge red and white 
ball was at the foot of the slide, and in the fore- 
ground of the display little dresses of blue bal- 
briggan in two, three, four and five-year-old sizes 
were shown. Caps and two-piece suits of the same 
material and sizes were shown on wooden forms. 
An interesting feature was that no dolls or wax 
forms were used, but woman after woman could 
be heard to express an approval. 

In addition to the fur displays, McCreery’s had 
an attractive wiridow of table linen on the Thirty- 
fourth Street side. These windows are inclined to 
be shallow in depth, but the handicap was over- 
come by a half table set flush against the back- 
ground in the center. On this bolts of linen were 
set upright at either end and a lace-edged cover 
draped down towards the floor. Two smaller tables 
were placed on the sides up close to the glass and 
arranged in a similar Way. Napkins and other table 
linens were displayed on small forms 
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To Displaymen who know Fixtures 
and prefer the extraordinary-- 


‘KLEE creates a new 
enthusiast. 

Write for 

— 
Bi 


Klee Display Fixture Co., Inc. 


Manufacturers 


172 ATLANTIC AVE. 








ROCHESTER, N. Y. 














DISPLAY MANAGERS 
DEPARTMENT STORES 
MEN’S CLOTHING STORES 


50” Width 


~ WINDOSILK VELOUR 


Lower in Price and Higher in Lustre. 
Made Specially for Display Purposes. 


Send for Samples. 


WINDOTRIM FABRICS, Inc. 


17 MADISON AVE. 
NEW YORK 


























JI. GOTTWALD 
Manufactirer of the World-Famous 


VIENNA DISPLAY WINDOW 
Wax Figures 4; 
Tea—Fashion and : Iliumi- - 
\ “aa ee 


Vienna VI Gumpendorferstrasse 55 


CATALOGUES FREE. 
COMPARE THE PRICES! 
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Notes from the Display Service Field 




















Success in the display service field, according to D. C. 
Stephenson of the Modern Display Service, Saginaw, Mich., 
is dependent upon an aggressive working of all branches 
of the industry. In starting their busiess the general in- 
stallation of displays for local merchants on a contract 
basis was given the principal attention with arrangements 
for handling all campaigns of national advertisers in that 
territory. A complete stock of fixtures, decoratives and 
show cards are carried and within the last few months 
a complete line of electric signs has been added. 
~ “We believe that the way to build a successful display 
service in a community such as ours is to work every one 
of the lines we carry intensively,” Mr. Stephenson said. 
‘The minute there is a lull in one line all revenue from 
that source stops and a display service must, if it continues 
in business, make the most of every penny.” 

After a year in the field this company has decided that 
a first-class service with an effort made to please every 
client is the most certain road to success. 

Displaymen specializing in the service field are over- 
looking a great opportunity if they do not encourage floral 
parades and secure contracts for the decoration of cars and 
floats. This has proven a valuable source of revenue for 
the Mullen Advertising Service, Greenville, Miss., who 
were engaged to decorate practically all of the vehicles in 
the recent Independence Day parade. 


Jack Moorhead, one of the best known advertising men 
in southwest Florida, has resigned from the field force of 
Postum Cereal Company and has organized the Moorhead 
Sign and Advertising Service with headquarters at Tampa, 
Fla. Window display installations for local merchants and 
national advertisers will be a prominent feature of this 
new concern. 


The partnership of Pinto & Malabel Company, Miami, 
Fla., has been dissolved and has been succeeded by the 
Nissim M. Malabel Company, who will specialize in signs, 
displays and advertising goods. They are seeking exclu- 
sive representation on the above lines in this territory 


The Decatur Display Service, Decatur, Ill, has just 
been organized and equipment installed in a modern studio 
for handling complete display campaigns for local mer- 
chants and national advertisers. Burton L. Weaver, Jr., 
and Charles J. Patterson are owners. 


Grove & Kessler Display Service Company of Joplin, 
Mo., has just completed the installation of displays of Na- 
ture’s Remedy and Flit in Carthage, Webb City and Joplin, 
Mo.; Galena and Baxter Springs, Kansas. N. J. Groves, 
manager, reports that had these been sent direct to the 
merchants less than 10 per cent would have been placed 
in the windows. 


Although less than a year old the Northwest Display 
Service, Portland. Ore., has secured 48 contracts from 
national advertisers. A large portion of these are in the 
drug industry, as they are confining their efforts almost 
entirely to that field. The number of installations handled 
is running close to 500 a month with a steady increase being 
shown each week. 


The entire states of Washington and Oregon are being 
covered by this company with plans being made to estab- 
lish branch offices in several cities in adjoining states. 


Merchants in Americus, Ga., are enthusiastic over the 
service being given them in the installation of special dis- 
plays by Walter L. Bell, display specialist, and are co- 
operating in the placing of national advertisers’ displays in 
their windows. 


Few display service companies have had greater suc- 
cess in the creation and installation of displays for national 
advertisers than the Advertisers’ Display Service Company, 
Indianapolis, Ind. of which H. L. Brown, well-known 
displayman, is general manager. 
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The display illustrated here was arranged for Dr. West 
tooth brushes and placed in over forty drug store windows 
throughout that city. A careful check was made and the 
results proved surprising to both dealer and manufacturer. 
The arrangement of the merchandise and material fur- 
nished by the manufacturer could hardly be improved 
upon. Special attention was given the background, which 
was of crepe paper, so that it would harmonize with the 
display to the best advantage. 


—_— 


Fred J. Codd Distributing Servce, Tucson, Arizona, has 
opened a window display service department and is now 
equipped to handle any size campaign for national adver- 
tisers upon short notice. He has announced that the future 
looks bright for the coming year as several manufacturers 
have already taken advantage of the service offered in this 
territory. 


Jewel Scott, formerly display manager of stores con- 
ducted by Marks & Kuhl, Strasburger’s and Hoover & 
Lott in Galesburg, IIl., is having considerable initial suc- 
cess with his new display service fin that city. He has 
established offices at 216 East Main Street, Galesburg, 
and calls his venture “Scotty’s Show Window Servicé.” 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 


















DALLAS---FT. WORTH 


———_—__ TEX AS————_- 
PROSPERITY ZONE! 


Window displays installed by prize-winning window trimmers. 
Delivery Service, Signs, Show Cards, House-to-House 


istributing. 
HUGHES ADVERTISING SERVICE 
205 N.Ervay St. Floyd G. Hughes, Mgr. Dallas, Texas 





A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East’ Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 





THORNHILL’S DISPLAY SERVICE: 
912 High Street, St. Louis, Mo. 
Complete Window Display Service for National 
Advertisers in 


St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points. 
Window Displays Delivered and Installed for National Advertisers. 
We Seociatns in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa. 


DALLAS, FT. WORTH, WACO, CORSICANA 


and Surrounding Towns. 


Better Window Displays Installed for National Adver- 
tisers — House-to-House Distributing — Signs, Show 
Cards and Attractive Chalk Window Signs. 
PARKER’S ADVERTISING SERVICE 
901 West Jefferson Ave., Dallas, Texas 


J. D. WILLIAMS DISPLAY SERVICE 
Brooks Building, Jackson and Franklin 
CHICAGO 
Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 
Manager, J. D. Williams 














JACK SHENKER'’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 


BOSTON, MASS. 
and Vicinity | 
EASTERN WINDOW DISPLAY CO. | 
537 Shawmut Ave., Boston, Mass. : 
Guaranteed Window Display Service and Distribution 
for National Advertisers 
Associate of Window Display Installation Bureau 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 


INDIANAPOLIS, IND. 
A complete merchandising service put on in conjunction, with 
your display campaign. Write for data and references. — 
Member Chamber of Commerce, Advertising Club, Better Busi- 
ness Bureau. 
Offices: 824 Continental» Bank Building 
Member, Window Display Installation «Bureau. 
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Art-Idea 
VISUALIZATION Folder 


‘Putting Ideas into Picture Form” 
METROPOLITAN TOWER, N. Y 





DETROIT’ WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 
QUALITY Window Displays installed for National 
Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 

R. V. Wayne, Manager 


A. §. FELDER 
24 Years Originating and Featuring Displays 


WINNER OF 50 PRIZES 
New York Specialist on Booths for Expositions 


Unit Displays for National Advertisers 
256 West Mth Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 


OMAHA 


Council Bluffs, Iowa, and Vicinity. 

A complete Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 
OMAHA DISPLAY SERVICE 
511 North 26th St. Omaha, Neb. 


CINCINNATI 


Dayton Springfield Hamilton 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 


WORSINGER WINDOW SERV:CE 

110 West 40th Street, World Tower Bidg., New York City 
Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5.00 
monthly in advance we will send you for one year, each month. 
15 new assorted photos, giving brief description. 

Special Photo Service for Local and National Advertisers. 

















BUSINESS IS GOOD 
in the 
DISPLAY SERVICE FIELD 


* * * 


More national advertisers are using win- 
dow display installations than ever before. 


* * * 


Consult this list for the names of reliable 
display service firms capable of properly 
executing window display contracts for the 
national advertiser. 
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Attractive Black and WhiteShow Cards 


Many card writers and displaymen are overlooking the sales power of 
plain black and white cards in their desire to create the unusual 


August, 1925 


ITH the card writers throughout the coun- 
try endeavoring to outdo everyone else in 
creating something unique and unusual, 


the effectiveness of plain black and white cards is 
being forgotten. The cards shown here have been 
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designed with only an idea of exploiting the quality 
of the merchandise shown and with no attempt at 
fancy lettering or ornaments. All letters have been 
cut clean and the layout is in every way satisfac- 
tory for this type of cards. 
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Group of Show Cards by Gus Brown, Card Writer, Frank & Seder C 0., Detroit, Mich. 
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Get set for Fall—trade will be opening up Ke) up ft 
and the watchword: “preparedness.” Ae "a im 
7d Reed ay Zen a 
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TRADE MARK REGUS PAT.OFF. 


‘BRUSHES AND SUPPLIES 


will help you get squared away You can learn a lot by asking 
with business-coaxing cards and “the other fellow,” but it will be 
signs—they give such clean-cut far more satisfactory to try out 
results without tedious, time- these superiédr Brushes and fup- 
wasting “going-over.” plies yourself! 

126-130 E. Third Street Dayton, O. 
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Our Artist Friends 


know a good thing when they 
see it—and the greatest sign- 
artists have shown such a de- 
cided preference for 


SHO-CARD 
Quality Board 


that -we have been forced into 
greatly increased production. 
To our great gratification— 
Quality Does Count. 


Twenty-seven gorgeous colors 
in all. Samples on request. 
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Afnato j= ap = (©) Hurlock Bros. Co., Inc. Mfrs. 
C.HOWARD HUNT ‘PEN Co. CAMDEN USA sue Market St. PHILADELPHIA, PA. 








and 
English Orders filled by Henry C Bai Aa n Hil il Hawarden Eng, 






r r {| { HIN 
Ht HHI | iltiital inl} | Inf PoLGso: adetautisttohitititstis: 





56 THE DISPLAY WORLD August, 1925 


Good Cards Are Result of Inspiration 


Card writer must feel like working and have an endless source of 
ideas to create effective and sales pulling show cards 


By J. H. HILTON 


Display Manager, Ritter & Meyer, Youngstown, Ohio 


OOD. cards are more easily written when moment will come in handy. 

the surround ngs are the most pleasant The cards shown here were made especially 

and the writer is feeling in the best of for this journal and are of the 11x14 size. This, 

humor. That thing called temperament, as most card writers already know, is the size most 
which is really inspiriation, plays a big part in the convenient and adaptable to any display. 
creation of show cards, The neckwear card is the most difficult of the 

Then another important thing is ample time to six because I have used two different kinds of pens. 

do the job with care and complete in every detail. The lettering “cut silk neckwear” was made with 
For this reascn I have always stressed the point a speed pen No. 2, which is very slow work with 
of having plenty of ideas and designs ready for water color. The oval is of light yellow and the 
completion as required. Some time ago I read an ornamentations are cream, green, orange and 
article in this publication about displaymen having yellow. 
something in reserve for every emergency. ‘hat The thirtieth anniversary card is a white gold 
is more applicable in the writing of cards than per- edge card and all pen work. This is a very attrac- 
haps any of the other arts. You can never know tive card and the original must be seen to appre- 
just when that something ready for the unexpected ciate the color harmonies. The clothing for men 
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Six Attractive Cards by J. H. Hilton, Ritter & Meyer, Youngstown, Ohio. 
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card is ajl pen work with the exception of the pic- 
ture, which has been clipped from a magazine. 

The cap card was lettered with a Style C Hunt 
pen and No. 10 red sable brush. The outline dots 
are all of medium grey, and the little scroll is made 
with cream, orange and grey. The Kuppenheimer 
card is the same outline only smaller, and the color 
is light yellow, This card was executed with pen 
only, The lines at the top and below are grey with 
a white hair line. 

The hat card is a beautiful card because the 
composition is very near perfect and the colors are 
in harmony. The circle is of brown, the price-mark 
yellow, and the word “hats” is pink. Decorations 
are cream, yellow, green and orange. 





REAL OBSERVATION CAR USED IN DISPLAY 


A window which caused hundreds of persons to stop, 
look and wonder was recently created by Fern L. Kettle, 
display manager, Lamson Bros. Company, Toledo, Ohio, as 
one of a series of eight vacation windows. 

A regulation observation platform of the Broadway [.im- 
ited, famous Pennsylvania flyer, on which two women and 
a girl dressed in the latest travel modes, were standing, 
was built of wall board and the scene realistically painted. 
and delivered in sections and was assmbled according tc a 
blue print furnished by the company. A station platform 
was built of wall board and the scene realstically painted. 
The display had the appearance that the train had backed 
into the station and was only «waiting the signal to leave. 

With such an attractive and unusual setting it was 
not surprising that people wondered how the observation 
car was gotten into the window and that many went inside 
the store to see what had been done with the portion of 
the car not showing from the outside. 

Other windows were devoted to displays of dance frocks, 
sport outfits, bathing suits and accessories, sweaters and 
blouses, hiking clothes, millinery, lingerie and travel suits. 
Summer settings with boat pictures and travel scenes 
throughout the store tied up with the window displays. 





LORD & TAYLOR ARRANGE FOR CENTENNIAL 


A centennial celebration will be held by Lord & Taylor, 
New York City, on the occasion of their one hundredth 
birthday in the retail industry, beginnng February 8, 1926. 
Extensive plans. for a unique campaign are now being 
worked out by the executive staff of the company. 

One of the first steps in the arrangements of the cele- 
bration is a contest for a symbol. Awards amounting to 
$3,000 will be given to fourteen winners. The designs can 
be in lines, pigment or clay. They are to translate the 
policies and aims of modern retailing in a graphic symbol, 
clear in thought and foreful in treatment. 

The contest is unusual in scope, since it is open to 
designers, painters, scupltors, architects and _ illustrators 
without restriction. The jury of awards is composed of 
many prominent persons interested in the fine arts. 

Displaymen interested in filing an entry should request 
a circular now ready for distribution which gives specifica- 
tions and all details. This can be secured by writing the 
Centennial Contest Departmet, Lord & Taylor, New York 
City. 

The first award is $1,000, the second $500, the third $250, 
the fourth $150, and ten of $100 each. The competition 
closes October 15, 1925, and the decision will be announced 
by November. 15, 1925. 
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To Serve You! 


ORE efficiently ; Nat-Mat Show Card 
M Boards are beifig produced with 
added Stiffness, Thickness, and Strong 
True Color—Many beautiful shades, three 
popular thicknesses—8, 12 and 16 ply. 
Samples free. 


“It’s in the Surface” 


UR creations in Cut-outs and beveled 
edge specialties are ‘sales producers. 


Ss 


National Card, Mat & Board Co. 


Manufacturers of 


“Cardboards of Distinctividuality” 


4318-36 CARROLL AVE. CHICAGO, ILL. 














ULYSSES 


you will sell more goods. 


simply.and economically. 


catalogue today. 


1902 Diversey Parkway 


New York Cleveland Detroit 
Los Angeles Toronto 


‘ If you can lure every passerby to stop 
even seven seconds before your window, 


With the Paasche Air Brush you can 
produce displays, backgrounds and show 
cards that will make people stop, look 

_ and come in and buy. You'll be amazed 
at the unique effects and pleasing deco- 
rations that this outfit makes mel 


Don’t delay investigating this ‘sure means 
of increasing your sales. Send for our 


PAASCHE AIR BRUSH_ CO. 
Chicago 





7 YEARS THE 
SIREN LURED 
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The F'‘ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 


Write for Catalog 52 D 


ee & Chandler 


913 Van Buren, CHICAGO 

















Santa Claus Snow 


will give to your holi- 
/-day windows the true 
spirit of Christmas. 


You will find Santa 
Claus Snow adds wonder- 
fully to any holiday deco- 

h| ration. It is made up of 

hi a multitude of crystal 

| clear flakes that glisten 
and sparkle brilliantly un- 
der any kind of light. 





Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and produces a great 
effect. 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., 22rd 

















Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples _ sent 
on request. 


Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 








Secure Better Illustrations—Use an 


All-Metal PANTOGRAPH 
for roughouts, layouts, enlargements, 
reductions, checking proportions, etc. 


SIMPLE — ADJUSTABLE — PERMA: 
NENT — ECONOMICAL 

Sent postpaid on receipt of only $3.50. 

Money refunded if not satisfactory. 


DRAWING-AIDE CO. 
228 Caxton Bidg. Cleveland, O. 


FAMOUS MASTER STROKE BRUSHES WRITE 
So FOR 
FOR CARD WRITERS AND SIGN PAINTERS COPY OF 
G s 
Our New Free Bulletin 


DICK BLICK CO. 
BOX 437-D GALESBURG, ILL. 
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WHY LIMIT YOUR SELECTION? 

When yaqu need help why confine yourself to local talent? You 
do this automatically if you only advertise locally. A DISPLAY 
WORLD Want Ad is read by ambitious, trained workers from 
Cape Cod to the Golden Gate. 
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How Novice Learned Card Writing 


Beginner teaches self many points by constant 
practice and determination to master art. 


By E. J. BRANDKAMP 
Asst. Dis. Mgr., Geo. W. Graham Co., Crawfordsville, Ind. 


URING the last few months many persons 
have asked how and where I learned to 
write cards. The answer is very simple— 

just got the necessary tools and went to work. If 
you can not be satisfied unless you are making 
show cards, it will not be very long until you will’ 
learn a great deal about it. Experience and conscien- 
tious study are the best teachers. 

All that I know about the art is what I have 
learned through The DISPLAY WORLD and other 
trade journals, for I have had no personal instruc- 


A Neat Lettered Card by Mr. Brandkamp. 


tion. Pen manufacturers are always willing to aid 
a beginner and I advise anyone interested to take 
advantage of the lessons offered free or at a very 
nominal charge. 

My first investment was in a “Student’s Edi- 
tion” of the Speedball Pen Book. I picked) out a 
style made with a No. C pen and another with a 
style B and learned them. The examples in this 
book will help you out. In fact, if you study the 
text well and confine yourself to two simple alpha- 
bets you will get along much better. Gordon’s' 
“Lettering for Commercial Purposes” will give you 
lots of ideas. 

Until you have learned to handle a pen, forget 
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about a brush. They are difficult to learn, and if 
ting you start out with them you might become dis- 

couraged. After you have mastered the pen, buy a 








































































ant Aga 
; round ferrule show card brush and use it like you 
do the pen. It will be found easier after the pen 
Etna technique is acquired. 
Subscribe to all the trade papers, study them 
ou religiously and copy out of them shamelessly. The 
d to sign man will not care and the public will not 
Dle— know it isn’t original. After awhile you can get 
ne Ii up a style of your own and maybe prove of great 
king benefit to some other beginner. 
will Keep your eyes open. You will find many ideas 
wen- in almost every magazine and paper. File it away 
so that you will have something ready at all times. 
have I find my magazines of a year or more ago com- 
ther pletely new to me today. 
riic- 
DAYTON STORE OPENS ENLARGED HOME 
In the recent remodeling and erection of additional units 
of The Fashion, exclusive ready-to-wear store, Dayton, 
Ohio, an entirely new front was constructed. Two large 
side and front windows, one island window and one smaller 
the finishing touches should be put on with an 
Air Brush. 
Send for information concerning 
“THE AIR BRUSH WITH THE 
GOOD REPUTATION.” 
: ir Br Mfg. Co. 
One Window of New Fashion Store. The Wold A . B ush : Ss aE 
2173 N. California Avenue Chicago, Illinois. 
rear window makes this one of the most attractive stores 
of that city. Se es a ta aie ame: 
The designing and selection of permanent fixtures was 7 yp i5-0 tangas eaploapan | 
under the supervision of Ben Groban, display manager. painted nei or watercolor on cleth ov wall bard. end us rough 
. : ; ; : hy ot : A ye ale weet ; . 
| i ee eee ee mail. Get our prices on beautiful ready-to-letter SHOW CARDS. | 
. ° C ) TH | 
id of the latest design and of the best materials obtainable. 32 No. Main iE SCHLICHER STUDIOS Wis. | 
ce The new building now comprises four floors with de- 
"y partments arranged for the convenience of the customers. r eg mae 
New equipment in the way of shelves, counters, tables and " A 3 EE PO io i ER bey 
” cabinets have been’ installed. READY TO USE 
sf Printed in Bright, Attractive Colors. Equal to Hand- 
a CHICAGO’S FOURTH ANNUAL FUR EXHIBIT HELD Painted at a Small Fraction of Their Cost. | 
a Chicago’s fourth Million Dollar Fur Fashion Exhibit, hi lg ag apg ere | 
S which opened the last week in July, played to record W. B. Bas : ois 5, a \ 
‘ crowds during the entire week. People waited in line two 
and one-half hours to get in the Chicago Theatre, where W ~ 9 z 
4 the show was held during the first week. Card riters Materials 
s This wonderful presentation was continued at the LARGEST STOCK IN THE SOUTH 
Riviera Theatre on the north side for a week, then to the WAITT & GLASS 
Tivol; ebge 
Bip the south side, and thence to the Senate on the 828% E. MAIN STREET RICHMOND, VA. 
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Doings Among Displaymen Everywhere 








Lothar F. Dittmar, during the past two years display 
manager for The Union Company, Columbus, Ohio, and 
president of the Columbus Display Men’s Club, resigned 
August 8 to accept a similar position with the Ernest Kern 
Company Department Store, Detroit, Mich. 

Mr. Dittmar’s displays have attracted national atten- 
tion and he is the winner of many prizes in competitive 
display contests. At the St. Louis convention of the Inter- 
national Association of Display Men he was awarded the 
championship loving cup, the highest prize in this organi- 
zation’s photographic contest. 


“Arthur E. Sayles. display manager of Gladding’s Dry 
Goods Company, Providence, R. IL, returned August 14 
from a two weeks’ vacation spent in Center Barnstead, 
N. H. Mr. Sayles traveled by auto, stopping at several 
inviting streams to indulge in the sport made famous by 
Isaak Walton. 


Edward Munn, display manager, Franklin Simon Com+ 
pany, New York City, and president of the Metropolitan 
Display Men’s Association, expects to start August 17 for 
a two weeks’ trip through New England and to Montreal. 
He has announced that many plans ‘are being made for 
the association when its meetings are resumed the first of 
September. 


‘E. D. Horsfield, formerly display manager for the J. K. 
Gill Company; Guy Owens, formerly display manager for 
Francine’s, and Ben Larsen, with the John Stark Gom- 
pany, recently organized the Portland Window Decorating 
Company, Portland, Ore. 

A complete display service for retailers on a contract 
basis will be given a large number of stores and shops, 
including the firms for which they formerly worked. Other 
features of their service will include special convention 
displays, decoration of floats and automobiles for parades 
and fashicn pageants. A line of wax figures, flowers, fix- 
tures and decorative materials will be handled. 


Leo A. Mans, display manager for B. Forman Company, 
Rochester, N. Y., was the honor guest at a luncheon given 
recently at the Hotel Seneca by fellow store executives 
prior to his sailing for a ten weeks’ tour of Europe. He 
will visit London, Liverpool, Florence, Nice, Naples, Brus- 
sels, Paris, Vienna, Hamburg and Berlin, studying the dis- 
play systems of the larger stores. 

Mr. Mans will visit the International Exposition of 
Modern, Decorative and Industrial Arts while in Paris and 
will visit- all the foreign offices of the company, conferring 
with the executives in charge. 


John McNamee has been appointed display manager 
for E. E. Atkinson & Company, St. Paul, Minn., to suc- 
ceed J. E. O’Connell, resigned. 


George A. Smith, window display advertising specialist 
of New York City, has returned to his offices after a two 
weeks’ fishing trip in Maine, where the salmon and trout 
fishing is equal to that found any place in the world. 


Louis E. Blenderman, formerly assistant display. manager 
for the J. L. Brandies Stores, Omaha, Neb., is now con- 


nected with Stein Bros. Company, Hastings, Neb., as dis- 
play and advertising manager. Mr. Blenderman has served 
with several of the largest stores in that section of the 
country. 


L. W. Reid, for seventeen years display manager and 


. advertising manager with the firm of Adolph Bluthenthal, 


Pine Bluff, Ark., resigned August 1 and is now connected 
with Foreman & Clark, “the world’s largest exclusive 
clothiers,” at their Chicago store. preparatory to taking 
charge of one of their branch stores. 


William Kenyon, Jr., display manager, Boston Store, 
Providence, R. I., left August 15 for a three weeks’ vaca- 
tion in Bar Harbor, Me. The trip to this famous summer 
resort was made by boat through Rockland. 

George Wihlberg, for the past several years display 
manager for Worth’s, Inc., New York City, has accepted 
a similar position with the Ames’ Company, Cleveland, 
Ohio. «Fhe Metropolitan Display Men’s Club gave Mr. 
Wihlberg a farewell dinner at the Chateau Stanley $h the 
eve of his departure. 


John J. Roche, for the past several years assistant dis- 
play manager for Jordan Marsh Company, Boston, Mass., 
is now manager of the display department for C. F. 
Hovey Company, Boston, 


H. H. Tarrasch, display manager of Stix, Baer & Fuller 
Dry Goods Company, St. Louis, Mo., returned recently 
from an extended trip to Europe. Mr. Tarrasch was a: 
member of the official American committee attending the 
International Exposition of Modern, Decorative and in: 
dustrial Arts in Paris. ~~ ; ; 


—_— 


Earl Kleppinger and Homer Grimes, prominent display 


‘men of Beatrice, Neb., were recently awarded the con- 


tract for conducting the Venetian Carnival, a. yearly river 
pageant held in that city. Elaborate plans are being made 
for the event. 


Harry Burnstein, for six years display manager and 
card writer for the Bon Marche, St. Joseph, Mo., has ac- 
cepted a position with Field's, Minneapolis, Minn., as dis- 
play manager and assistant manager of the store. 


Murray Fogel, who has been connected with several dis- 
play equipment and fixtures houses is now affiliated with 
the Oates Wax Studio, Inc., Los Angeles, as vice-president 
and manager L. E. Oates is president of this organization. 


J. Walter Johnson, display manager and art director, 
The Powers Furniture Company, Portland, Ore., has re- 
turned from a two weeks’ vacation spent at well-known 
resorts along the Pacific Coast. 

John H. Gray, display manager of The Ransom Dry 
Goods Company, Coshocton, Ohio, has resigned to con- 
tinue his study of window decorating, card writing and 
advertising. He will enter The Koester School, Chicago, 
at the beginning of the fall term. 
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FREE IDEA 


Yes, free as air—but positively invaluable to folks 
interested in EVERLASTINGLY BEAUTIFUL win- 


_ dow signs. 


It will be a pleasure to jue upon our experience 
in this field, covering a period of 43 years, for sug- 
gestions that will assist you in the proper advertising 
of your merchandise. 

Upon request we will gladly submit ideas for cast 
bronze or composition metal signs, name plates, card 
holders, frames, etc.—whether you need one or as 
many as one thousand. 


Newman Bronze Signs are the first choice 
of display managers and national advertisers 
the world over. 

From pattern to packing case they receive 
the same treatment at the hands of true ar- 
tisans as the finest pieces of jewelry. 

Our definite guarantee fully protects you. 

Write for our latest catalog of bronze win- 
dow signs and the free ideas for mediums that 
will boost your business. 


Representatives Wanted Everywhere 











BULLETIN BOARDS AND DIRECTORIES 
with removable letters and either brass or 
bronze frames. Dozens of styles. 

“NEWMANCO” BRASS RAILINGS 
—built extra sturdy to weather hard knocks 
and the ravages of Time. 








Display Services: Write for Discounts 


THE NEWMAN MANUFACTURING CO. 


Founded in 1882 


420 ELM ST., CINCINNATI, OHIO 


























The Improved 


Timberlake Refleétor Screen 


FOR ATTRACTIVE COLORED LIGHTING 


EFFECTS IN DISPLAY WINDOWS 


This new improved light reflector screen is made in two 
sections (see illustration), which is a decided advantage over 
the old type screen. The colored Gelatine is quickly inserted 
between the two scréens, which, when closed, hold the Gelatine 
firmly in place. 

The Timberlake improved colored light screen is the most 
practical and economical device of this kind on tha market. 
It is instantly adjustable to any glass or metal reflector not 
over ten inches in diameter. Furnished either with or without 
the colored Gelatine sheets. Proper lighting is the making of 
attractive window displays. 


Write today for Circular No. 3—you will find it valuable. 
Salesmen make good money selling Timberlake Wire Display 
* Fixtures. Write for territory. 


J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 
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Supreme Quality 


Made in Thirty-three Brilliant 
Shades and Colors 


RIN KLE 
REPE 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 
Manufactured by 


The Tuttle Press Co. 


APPLETON, WISCONSIN 
1899 — 1925 


OP 





WRINKLE. 
REP &: 


For Paper Craft 


PIG 
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Are Your 

Show Cards 
Compelling 
Advertisements? 


Read SIGNS OF THE TIMES every month 
for latest ideas and inspiration on show card 
advertising. 


_ The August issue carries among others the follow 

ing exclusive features: 

Cards for Donaldson Store Have No “Doo-Dads.” 

We Are in a Period of Wealth and Culture Demand- 
ing Art from Card Writers. By H. C. Martin. 

Caricatures Must Not Be Made of Letters in At- 
tempting to be Original. By Louis F. Bense. 

California Sunbeams by C. E. M. 

Keeping the Large Orders at Home with Screen 
Stencil. By Bert Zahn. 

Temporary Paper Sign Price List. 

Zim, Widely Known Cartoonist, Tried His Hand at 
Signs. By Zim. 

Winners in Lettering Contest Announced by Ester- 
brook. 

“Coldweather,” Famous “Snow Car” Pilot, Is Leading 
Savannah Card Writer. 

Art Sketches for Painted Displays. 

Chicago News by Aitcheff Vee. 

New York Sidelights by Reb. 


AN AUGUST SUGGESTION: 





This Gordon 
Book on Show 
Card Writing 
($3.50) a copy, 
and a_ year’s 
subscription to 
SIGNS OF 
THE TIMES 
($3.00), both 
for $5.50. 


August 1925. 

SIGNS OF THE TIMES, 
Cincinnati, Ohio. 

(J Enclosed find $3.00, for which send me SIGNS OF 

THE TIMES for one year. ($3.50 in Canada.) 

(} Enclosed find $3.50, for which send me, postpaid, 

a copy of the Gordon Book. 

. LJ Enclosed find $5.50. Send me a copy of Gordon’s 

Book and a full year’s subscription to SIGNS 

OF THE TIMES. : 
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TIDEWATER DISPLAYMEN ORGANIZE CLUB 

The Tidewater Associaton of Display Men, consisting of 
members from Norfolk, Portsmouth and Newport News, 
Virginia, was organized July 30 with 22 charter members. 
W. Z. Coy, display manager, Miller, Rhoads & Swartz, 
who was largely responsible for the organization, was 
elected president. 

Other officers elected were: L. H. Barkas, Shulman 
Company, first vice-president; W. R. Bevan, Smith & Wel- 
ton, Inc., second vice-president; F. C. Shields, Eaton & 
Shields, Inc. secretary and Louis Klein, of the Huy, 
treasurer. 

The following committees were appointed by President 
Coy: Entertainment, William Gross, L. L. Holloman 
and Arnold G. Klein; membership, C. R. Hawley, W. T. 
Smith and Charles R. Howren; welfare, O. M. Steuben, 
Louis Dibner and C. L. Hudgins; hall decoration, D. E. 
Hopkins. 

Hunter M. White, display and advertising manager for 
Altschul’s, Inc., was appointed publicity manager. 

Among the first big undertakings of this association 
will be a fashion show. Plans for the event have already 
been made by the department store officials, but manage- 
ment of the event has been turned over to the new organi- 
zation. The principal objective will be to improve the ap- 
pearance of store windows through a co-operative spirit, 
so the windows of these cities will be second to none. 





WASHINGTON DISPLAYMEN VISIT PORTLAND 

The Portland Display Men’s Club, Portland, Ore. ,was 
host to delegations of displaymen from Seattle and Ta- 
coma, Wash., August 8. The object of this visit was to 
demonstrate their interest in the convention of the Pacific 
Coast Association of Display Men to. be held in Portland, 
September 28 to 30, and to offer their support to the event. 

More than twenty displaymen from Seattle and twelve 
from Tacoma were present. A special dinner meeting 
was held at the Multnomah Hotel, the headquarters of 
the convention, with demonstrations of display work, talks 
concerning the coming meeting, and many interesting enter- 
tainment features. 


NEW DISPLAY CLUB ELECTS OFFICERS 

The Nashville Display Men’s Association of Nashville, 
Tenn., was recently organized with eighteen charter mem- 
bers. Plans have been formulated for increasing this num- 
ber to include every one in any way identified with the 
display industry. 

Officers elected were: O. B. Sullins, display manager, 
D. Loveman, Berger & Teitlebaum, president; John H. 
Dubuisson, Cain-Sloan Dry Goods Company, vice-presi- 
dent, and C. L. Roesch, Castner-Knott Company, secretary- 
treasurer. 


INVITATION RECEIVED FROM BRITISH ASSN. 

A hearty invitation is extended to all American display- 
men who may be in England, September 14 to 16, to at- 
tend the annual convention of the Portsmouth and District 
Display Association, which will be held in Portsmouth. A 
program of interest to all displaymen is being arranged. 

Officers of the association are: E. A. Owens, president; 
C. H. Steele, Gray & Company, Ltd., vice-president; G. S. 
Ranger, secretary, and E. C. Doyle, Messrs. Alfred Bur- 
gess, assistant secretary. The executive |committee is 
composed of A. R. Garrett and Alfred Burgess, life mem- 
bers; J. Hardy, Messrs. Mallison; H. G. Holloway, Bulpitts, 
Ltd.; H. J. Hodges, Edwin Jones Company; F B. Smith, 
J. D. Morants, Ltd.; H. E. Snellgrove, Messrs. Alfred 
Burgess; V. H. Thompson, Thompsons, Ltd; A. J. Privett, 
Portsea Island Gas Light Company. A. R. Hodges is sec- 
retary of the publicity committee. 
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YOUNG MAN 


with ability, initiative and original- 
ity, who has had over five years of 
window, interior display and card 
writing experience; also a graduate 
of one of the leading window dis- 
play schools, would like to connect 
pcrmanently with a high-class store 
or shop; gladly furnish best of ref- 
erences. 


Address “O. K.,” 
Care The DISPLAY WORLD 














WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC., 
17 Madison Ave., New York City 








PERMANENT EASTERN CONNECTION DESIRED 


We know of a gentleman who for the past several years has 
been connected with a nationally known organization, for whom 
he created all dealer help displays with instructions for their 
proper installation. In addition to this, his experience includes 
actual display work for retail stores. He also las a knowledge 
of commercial art work. Present employer is planning on mov- 
ing its advertising department west, which is reason for leaving. 
References and further details gladfy furnished, 


Address “W. H. C.,” 
Care of The DISPLAY WORLD 








FOR SALE—$100.00 


or trade for mechanical display of equal 
value, a mechanical camel, moving head 
up and down. Five feet high. Address 
R. C. COMINGORE, Display Manager, 
Freese-Rohde Company, Sioux Falls, S. D. 




















POSITION WANTED 
Display manager with years 
of proven ability desires to 
make connection with a live 
wire organization anywhere in 


the United States; can furnish | 


best of references. 


Address, “O. I.,” 
Care The DISPLAY WORLD 


FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn 

J. M. WALTERS, M’F’R. 





220 South Benton Way, Los Angeles, Cal. 


SALESMEN 
to sell 


Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care of The DISPLAY WORLD 




















WE ARE GIVING AWAY 
without obligation, information regarding 
the proper use of color in securing effec- 
tive combinations for window displays, 
show cards, and wherever color is used. 


Address “T. C. C.,” 
Care The DISPLAY WORLD. 


Yiaeatrical Scene Painting and Pictorial 


Window Decorating taught.by mail. Prac- 
tical, low priced courses. No others like 
ours. Real artists your teachers. Increase 
your earning capacity. Learn a well-paid 
profession. Send stamps for terms and 
illustrated literature. 


ENKEBOLL SCHOOL OF ARTS, 
Omaha, Neb. 

















MR. DISPLAYMAN: 


There is a big profit for you to 
introduce our window display re- 
flectors in your city and vicinity 
High-class repeat order sellers 
that will assure you of a steady 
income. Old-established house since 
1898. Write immediately for cata- 
log and full information. 


SUNLIGHT REFLECTOR 


COMPANY 
Brooklyn, N. Y. 


226-228 Pacific St. 








SALESMEN WANTED 


To sell the finest line of holiday 
ready-to-letter show cards and 
price tickets. They’re easy sellers 
and big money makers. 


Special Proposition to Dealers 


THE LACKNER CO., 
21 W. Pearl St, Cincinnati, Ohio 








WANTED 
Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 
The National Decorative Company 
5 Hudson St., Camden, N. J. 
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Anglo Display Fixture Co 


Baumann & Co., L 
Benjamin Electric Mfg. Co 
Blick Co.,. Dick 
Bodine-Spanjer Co., 
Botanical Decorating Co., The 
Bryan’s 


Chicago Card Board Co 

Chicago Page 

Cleveland Decorative Works, Inc 
Curtis Lighting, Inc 


Detroit Window Display Service 
Doty & Scrimgeour Sales Co 
Drawing-Aide 


Eastern Window Display Co 


Felder, A. S 

Finkelstein, 

Frankel Display Fixture Co 
Fontaine Exposition Co., Art 
Frink, 1. P., Inc 


Gottwald, J 
Great Central Novelty Co 


Hanick, Samuel J 

Hecht Fixture Co., 

Hexter & Co., S. M 
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Hughes Advertising Service 

Hunt Pen Co., C. Howard 

Hurlock Bros. Co., Inc 


International Register Co., The 


t 
Kinnear Artcrafts 
Klee Display Fixture Co., Inc. 
Koester School, 
Kramer, Francis W 


Lyons & Co., Hugh 


Mason, 
Murdison Co., The 


National Card, Mat & Board Co 
National Plush Co., The 
Newman Mfg. C 


Onli-wa Fixture Co 
Omaha Display Service 
Opportunity Exchange 


Paasche Air Brush Co 
Palmenberg’s Sons, Inc., J. R 
Parker's Advertising Service 
Pioneer Display Service 
Pittsburgh Reflector Co 


Reising & Co., 
Retlaw Visualizations 
Roth, Karl L. .B 


Schack Artificial Flower Co 
Schlicher Studios, The 

Schmiedel, 

Shenker’s Display Decorations, Jack 
Signs of the Times 

Silvestri Art Mfg. Co. 

Sobel’s Sons, David 

Sunlight Reflector Co 

Sun-Ray Lighting Products, Inc 


Taylor and Associated Artists, Harry 
Thayer, Wendell L 

Thayer & Chandler 

Thornhill’s Display Service 
Timberlake & Sons, J. B 

Tuttle Press Co., The 


U. S. Mica Mfg .Co 


Waitt & Glass 

Williams Display Service, J. D 
Windotrim Fabrics, I 

Window Display Installation Bureau 
Window Display Service of Southern 
Wold Air Brush Mfg. Co 

Worsinger Window Service 

Wrought Tron Novelty Corp 


Young & Co., W. B 
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DES MOINES STORE REMODELS WINDOWS 


One of the most attractive store fronts in the country 
has just been completed for the Harris-Emery Company, 
Des Moines, Iowa. New backgrounds, floors and ceilings 
were installed and modern fixtures purchased for all of the 
twenty-three windows of this store. Jack Cameron, re- 
tiring president of the International Association of Dis- 
playmen, is director of the display department. 

American walnut was used as the permanent background 
and special arrangements were made for the installation 
of special settings and temporary backgrounds. The floors 
are two-tone parquetry. A Spanish effect has been used 
in the ceilings. 

Many original ideas of Mr. Cameron have been worked 
out in the fixtures and all are of a distinctive design with 
separate effects for various classes of merchandise. 





ELABORATE DRUG STORE PLANNED 


A ten-year lease has been granted the Marvin Drug 
Company, Dallas, Texas for the corner store space of the 
New Baker Hotel, now being completed. The highest 
class of equipment, fixtures and furnishings will be in- 
stalled. Plans have been made to make this one of the 
finest retail drug stores in America. 





MOVING DISPLAY INTRODUCED IN BERLIN 


A company has been organized in Berlin, Germany, for 
the purpose of displaying before the entire city merchandise 
sold by certain retail establishments. This new idea is de- 
signed to bring such merchandise before the eyes of a 
larger number of potential customers than would ordinarily 
pass a store. 


This, however, is getting away from the principal value 
of display advertising in that it is not advertising at the 
point of sale. Just what success has been attained with 
this traveling display was not stated in the news com- 
munication. 





PORTLAND MERCHANTS SELECT OPENING DATE 

September 8 to 10 are the dates selected for the joint 
fall opening by the retail merchants of Portland, Ore. A 
novelty is being worked up for this annual event, which 
will be one of the leading features. 





HUMMING BIRD TRAVELING DISPLAY READY 


Seven educaticnal traveling displays showing every step 
in the manufacture of silk stockings have just been com- 
pleted by the Davenport Hosiery Company, Chattanvoga, 
Tenn., and are being shown for the first time by salesmen 
in their territories. When these seven men are through 
with the displays they will be shipped to other sections 
and on until every salesman of the company has demon- 
strated them. 

These displays consist of a trunk containing eight green 
tone frames. In seven of the frames are hand-painted 
pictures of silk filatures and other scenes illustrating silk 
culture in Japan. Several important operations in the 
manufactuer ‘of Humming Bird hosiery is also shown. The 
eighth frame contains a chart giving the life cycle of the 
silk worm. Hand-lettered titles are mounted in position 
on the pictures and material. 

These displays are so unusi@l and striking that they 
are creating a great deal of attention and interest. The 
method of handling and routing is quite a detailed process 
and is done with the co-operation of the salesmen and 
merchants. The displays are left in the store as long as 
an interest sufficient to warrant a continuation is shown. 
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Model No. 7 A-FL 
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i Unusually natural, good- 
looking and youthful, these 
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r new American girl models 
offer a distinctly desirable 
appeal in the display of 
feminine apparel. 
tie Model No. 5 A-FL 
dise Mounted on our new 
de- straight-line, boyishly slen- 
fa der figures, they are truly 
ily representative of the Amer- 
ican Miss of today. In fact, 
alue they are exact reproduc- Model No. 52 A-CM 
the tions, having been cast from 
vith human models of the flap- fi All P pesaagr tt ome 
om- per type. gures are detachable, 
i interchangeable, adjust- 
able and washable. 
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1H Model No. 4 A-FL 
Se The above, and 
oa many other at- 
tractive wax fig- 
pe ures, are on ex- 
ted hibition at our 
“ilk ‘ different show- 


the Model No. 51 A-CM rooms through- Model No. 50 A-CM 
out the country. 
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The Guide to Better | 
dow Oisolay’s 

















It not only shows hundreds of 
Display Decoratives — but Ac- 
tual Window Displays with Mer- 
chandise arrangements and how 
to use the Decoratives shown. 


Write for your free copy—today. 





THERE IS NOTHING THAT WILL TAKE THE PLACE OF FLOWERS 


The Adler-Jones Co. 


649 South Wells Street 
CHICAGO 
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